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NRMA Convention Shows: 


Retailers Are Awakening 


That was the obvious trend at 
the New York meeting last 
week emerging from the usual 
panels, speeches and banquets 


Realizing that they were part of 
the community, merchants were 
taking a greater interest than ever 
before in what was going on out- 
side their stores. No NRMA con- 
vention, and this was the 49th, had 
ever been so “outside” oriented. 
And from all indications, the trend 
would continue. 


Government’s increasing interest 
in retailing practices and the grow- 
ing awareness of the “new” econ- 
omy virtually have forced the 
change in emphasis on the retailer. 

Calling the new economy “con- 
sumeristic” instead of capitalistic, 
Harvard Business School’s Malcolm 
P. McNair told delegates that mar- 
keting, and particularly consumer 
marketing, is the mainspring of to- 
day’s economy. 

And how the consumer spends his 
dollar directly concerns every mer- 
chant—large and_ small. 
predicted a $17 billion increase in 
consumer spending this year over 
1959, but solemnly said the appli- 
ance industry stands to gain rela- 
tively little from the jump. His rea- 
sons: A reduction in home building 
and increase in automobile buying. 

The government-maneuvered set- 
tlement of the steel strike, McNair 
warned, was inflationary in _ its 
implications. Within a few months, 
he felt, steel prices will climb and 
combined with inventory rebuild- 
ing will generate inflationary pres- 
sures. 


No one plumped more fiercely for 
a new community awareness than 
Erwin D. Canham, president of the 
Chamber of Commerce of the U. S. 

Warning that government con- 
trol of retailing was growing, Can- 
ham told merchants they could no 
longer be content to stand idly by, 
waiting for the cash register to ring. 

Instead, he advocated that the 
businessman start taking a direct, 
immediate interest in the total 
business community and begin in- 
fluencing opinion for business on 
the grass roots level. 





Electric Home Heating Men 
Warm to Idea of Conclave 


Some two-score of them already 
have reserved exhibit space for the 
First National House Heating Expo- 
sition, slated for the Hotel Sher- 
man, Chicago, March 21, 22 and 23. 
NEMA’s_ electric house heating 
equipment section is sponsoring the 
event. 

Coupled with the exposition is 
another “first”: A national sympo- 
sium on electric house heating. 
Panels and papers will cover such 
subjects as_ insulation, electric 
heating promotions, unit heaters vs. 
central systems and electric heating 
in schools and high rise buildings. 

Products on display will be lim- 
ited to certain types of residential, 
commercial and industrial direct 
resistance comfort heating equip- 
ment; heat pumps; insulation and 
insulation equipment, and controls. 


McNair 


Worth combating right away, 
Canham believes, are four bills be- 
fore Congress calling for a $1.25 
minimum wage, increased unem- 
ployment compensation, control of 
installment credit and price control. 


Delegates got another angle from 
Sen. Kenneth B. Keating (R-NY) 
on government intervention. Un- 
derscoring the merchants concern 
over deterioration of “downtown,” 
he told the convention that the na- 
tion was plagued by “split-level 
mentality.” 

“Our homes are geared for the 
present,” Keating said, “our cities 
are geared for the past.” 

Keating’s solution: a new cabinet 
post, the Department of Urbicul- 
ture, which would do for the city 
dweller what the Department of 
Agriculture does for the farmer. 

“Because this is a national prob- 
lem,” he said, “it calls for a na- 
tional solution.” 

Newly elected NRMA president 
is Alfred C. Thompson of Richmond, 
Va. Isidore Newman II of New Or- 
leans is the new executive com- 
mittee chairman. Re-elected were 
J. Gordon Dakins, executive vice 
president and treasurer; George 
Plant, assistant treasurer; and Ma- 
rie A. Longo, secretary. 








You Can Find Profits 
In TV, Zenith Claims 


Zenith will spend a million dol- 
lars in the next 18 months in a 
noble effort to inspire retailers to 
seek more profit in TV. 

Leonard C. Truesdell, president 
of the newly formed Zenith Sales 
Corp., described the extensive “ed- 
ucational” program at a late Mar- 
ket-week press conference. With 
it he will attempt to break the con- 
sumer of the discount shopping 
habit, to break the retailers of the 
“‘prideless, profitless’’ selling that 
caters to that habit, and to regain 
the prestige TV has lost in the 
marketplace. 

TV has greatly improved at fac- 
tory and at distributor levels, 
Truesdell said, but at retail it has 
“degenerated into a’ national 
bargain basement” which sells TV 
at a level “far below the reason- 
able price the customer will pay.” 

The industry itself is responsible 
for this sad state of affairs, Trues- 
dell said. ‘“We’ve built a Franken- 
stein monster,” he said, with 10 
years of ‘“over-production, over- 
liquidation and dumping.” 


How will he upgrade retail? With 
apologies for the limitations im- 
posed on corporate activity by the 
government and the Robinson-Pat- 
man Act, Truesdell will try two 
things. First, in national ads he will 
tell consumers that TV is worth 
more than they’re now paying. 
Second, he’ll tell retailers how to 
get more profit through a confi- 
dence-building campaign conducted 
for Zenith retailers by Kip Anger, 
new dealer development manager, 
and a staff of eight specialists. This 
nine-man staff will, in turn, indoc- 
trinate 18 regional field men and 
500 retail reps who will then indoc- 
trinate dealers. 





ELECTRICAL MERCHANDISING WEEK 


Achievement at Retirement 


GOLD TRAY being presented to RCA Whirlpool vice-president John Hurley 
commemorates both his retirement and the fact that in 1959, for the first time, 
over one million RCA Whirlpool units were shipped to dealers. On hand for 
“million milestone” luncheon were, from left to right, president Robert E. Brooker, 
Hurley, board ‘chairman Elisha Gray II, and vice-president Jack Sparks. 





What’s New at Waste King? 


Answer: Products, Plans, Name 


And for the time being, the 
firm plans no more new lines 
and no distribution changes 


With a space that looks just like 
their ads—bold black setting off 
the appliances, relieved by over- 
sized photos of ladies in love with 
kitchens—Waste King Universal 
opened for business under the new 
marketing name at the Markets. 


The new name, the new coopera- 
tive marketing set-up between 
Waste King and Cribben and Sex- 
ton, Chicago subsidiary, the firm’s 
expansion in built-ins, ambitious 
dollar volume plans: All these made 
speculation on the Waste King fu- 
ture possible. 


For example, with a complete 
line of ranges, new dishwashers, 
and the _ bell-wethers, the dis- 
posers, already on tap, how soon 
will Waste King further expand 
the line? And what will they move 
into? 

On the marketing side, the closer 
knitting between the two _ sales 
forces presages what? Once the 
team is used to playing together, 
will they move into a more formal 
distribution game? 

Bertram Given, Waste King pres- 
ident, discussed these and other 
questions in an exclusive interview 
with EM Week during the Markets. 


Given indicates that it would be a 
while before any real changes came 
along. “We’ve come a good long 
way. From $20 million the year 
before last to $36 million in this 
fiscal year and a solid prediction of 
$50 million in the next fiscal year,” 
says Given. “For now, dollar vol- 
ume is our single goal and for good 
reason. Given sufficient revenue, we 
can then afford the kind of market- 
ing and product development costs 
it will take to go further.” 

When he talks such costs, Given 
has dollars firmly in mind. One 
kind of program costs $50,000, ‘“‘you 
can do a fair job” in another field 
on $150,000, and so on. 


Getting into laundry and refriger- 
ation is a good long way off, Given 
says. The investment in factory is 
heavy, particularly starting from 
a no-volume position, and buying 
outside is not in the Waste King 
cards. For now, there is a restyling 
due for the freestanding range line, 
and considerable production of the 
new products. And in distribution 
Given says that he is currently 
satisfied. 

In other words, Waste King Uni- 
versal will walk well before it de- 
cides to run. 








THIS WEEK’S COLOR TV 


MONDAY (All Times E.S.T.) 
6:30 A.M. (NBC) Continental 
Classroom (Monday-Friday) 
11 A.M. (NBC) The Price is 
Right (Monday-Friday) a 
12:30 P.M. (NBC) It Could Be 
You (Monday-Friday) 
10 P.M. (NBC) Steve Allen 


TUESDAY 
9 P.M. (NBC) Arthur Murray 
9:30 P.M. (NBC) Ford Startime 


WEDNESDAY 
8:30 P.M. (NBC) The Price Is 
Right 
9 P.M. (NBC) Perry Como 


THURSDAY 
9:30 P.M. (NBC) Tennessee Er- 
nie Ford Show 


FRIDAY 
8:30 P.M. (NBC) “The Future 
Lies Ahead” with Mort Sahl, 
Eddie Cantor 


SATURDAY 
10 A.M. (NBC) Howdy Doody 
10:30 A.M. (NBC) Ruff & Reddy 
4:30 P.M. (NBC) Racing from 
Hialeah (Royal Palm Handi- 
cap) 
7:30 P.M. (NBC) Bonanza 


SUNDAY 
8 P.M. (NBC) “Our American 
Heritage” 
9:00 P.M. (NBC) Dinah Shore 
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Does the Housewares Industry Face Invasion? 


At last week’s Independent 
Show there were signs that an 
invasion of sorts has already 
begun in some lines 


As one buyer succinctly put it, 


“TI thought I’d stumbled into a 
Japanese trade fair.” 
That’s what the Independent 


Housewares Exhibit at the Morri- 
son Hotel looked like last week, 
with at least 80 exhibitors offering 
Japanese imports of one sort or 
another. 


Radios still lead the import parade, 
with a few transistorized phono- 
graphs—one of them stereo—and a 
tape recorder or two, thrown in. 
There were some Japanese house- 
wares on display at the Morrison— 
mainly travel irons, hair dryers and 
a few sewing machines—but the 
workmanship was far below Ameri- 
can standards. 


And it was the radios which gen- 
erated the most interest among buy- 
ers. At least two distributors were 
offering table-model FM sets for 
under $35, and a five-tube, AM- 
shortwave table model—offered un- 
der a variety of labels by different 
distributors—had a $17.50 price tag. 

One typical line—Toshiba—was 
topped by a 16-transistor AM-FM- 
shortwave portable, with a $129.95 
suggested retail price. And at the 
bottom of the Toshiba line is a 
three-transistor, one-diode, vest- 
pocket portable which will retail 
for $19.95. 





There Was Plenty 
Of New Merchandise 


.. . being shown at Navy Pier last 
week. Among the new items not 
previously reported in EM Week 
were: 


fwo steam irons featuring sprinkle- 
sprays: Casco’s sprinkle-spray, 
$23.95, and Knapp Monarch’s steam 
spray iron which sprays for dry as 
well as steam ironing. Two: port- 
able mixers: Iona’s “Starlite” and 
KitchenAid’s power booster models. 
A stainless steel cover for~Toast- 
master’s stainless steel frypan, $6.50; 
Presto’s ““Hot-Dogger’” with plastic 
top, $7.95; duct-free ventilating 
hoods at Fasco and Hunter; three 
improved evaporative coolers at 
Westinghouse; a new “Butterfly De- 
sign” toaster for the jewelry trade 
at Proctor; a dog clipper for home 
use at Oster, $29.95; a newly de- 
signed Blendor with rollaway cord, 
detachable handle and a two-part 
cover at Waring, $52.95 complete; 
and a low-priced “Decorator” kit- 
chen clock, $5.98 at General Elec- 
tric. At Cory a 4 to 18-cup Sub- 
mers-amatic coffeemaker, com- 
pletely submersible, $37.50;. also a 
Sarasota heat massage pad, $29.95. 


A trend toward automatic floor- 
conditioning units was evident, with 
Regina showing two new electric 
brooms and five improved polishers, 
three with floor-waxing dispensers; 
a combination cleaner-floor-wash- 
er-scrubber at Shetland, $59.95 
complete; and an electvic rug brush 
it Glamorene to be sold in depart- 
ment and hardware stores, or rented 
for $2 a day. 











PRICE SPECIALS for each of the first five months of the year were offered Show 


visitors by Dormeyer’s vice-president Maurice Lipsich. Prevalence of low-end 
offerings was noticeable throughout last week’s show. 


Low-End Prices Set the Pace 
At Winter Housewares Show 


In big switch from Markets, 
where prices went up, house- 
wares tags go down 


Limited-time specials, low-end 
promotional lines, traffic builders 


and promotional deals, in many 
cases actually the equivalent to 
price reductions, were plentiful at 
the Housewares Show last week. 


Landers, Frary & Clark, for in- 
stance, with the slogan ‘‘Go Like 
60” offered for a limited time only 
two Coffeematics—a 10-cupper and 
an 8-cup.. immersible; each for 
$19.95; a steam-dry iron for $17.95; 
and two toasters (a 2-slice and a 
4-slice model tagged $16.95 and 
$24.95}. 


Dormeyer offered a low-end line 
monthly promotion package which 
included a 10'%-in. skillet, sug- 
gested retail, $21 for $15.95 sell; 
a $17.95 portable mixer for $10.95 
sell; an $18 steam iron for $13, 
or $14.95 sell; an $18 spoutless cof- 
feemaker for $11, or $12.95 sell. 
All priced se. the distributor and 
retailer can make a profit. 


General Electric’s. promotiomal 
items, which will be available 
throughout the entire year are the 
F-60 steam iron, reduced from $17.- 
95 to $14.95; and: the C-7. cleaner, 
reduced from $79.95 to $69.95. 

The Clock Division has a promo- 
tional alarm clock offered to retail- 
ers at the price of $2.59 in lots of 
six or more. 


National Presto Industries had a 
limited-time special or its recently: 
introduced steam iron, reducing the 
dealer’s cost from $11.02 to. $9.99. 
An extra discount program was al- 
so available of 5 and 8% on the 
company’s full Control Master line 
of immersibles. 


Proctor Electric offered distr 


a free steam iron with the purchase 


ibutors 


of a dozen. 


Toastmaster held: the suggested re- 
tail price line of its 4B2 steam iron, 
but reduced dealer costs for the 
first quarter from $12.12 to $10.10 
on the purchase of three or more. 


Westinghouse (for the first quarter) 
has reduced its steam iron price 
from the suggested retail of $17.95 
to $14.95. Starting January 22, 
Westinghouse plans a_ promotion 
built around their spoutless coffee- 
maker tieing in with General Mills’ 
Softasilk cake flour. One million 
boxes of flour will carry a $1 cer- 
tificate, redeemable by G-M when 
sent with the coffeemaker warranty 
card and the certificate. During 
this promotion, dealers who buy a 
dozen coffeemakers will get one 
free. For January and February the 
cleaner division is offering with 
their deluxe FC-4 and MC-4 a 5- 
year supply of toss-away bags— 
a promotion 100% factory-paid. 











A Golden Gal... 


FROM PURDUE 
Hamilton: Beach to-eelebrate the firm’s 


Howse- 


was imported by 


Golden Anniversary at the 
wares Show, The Purdue co-ed, shown 
here with» vice-prestdent Arnold Wolf, 
attention last 
with the 
NBC’s 


attracted national fall 
when her half-time hula 


Purdue band was televised on 


Game of the Weel 
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There were no Japanese prod- 


ucts at Navy Pier last week 


but most exhibitors were think- 
ing sober thoughts about them 


Navy Pier jumped with activity 
and electric housewares exhibitors 
beamed on opening day buyer or- 
ders. But in the wings at the House- 
wares Show hovered unwelcome 
guests. They were unlisted exhibi- 
tors who might one day soon offer 
new competition from overseas. 


The unwelcome guests came to life 
at NHMA’s opening day breakfast 
when Raymond Loewy, famed in- 
dustrial designer, back from a five- 
month European tour, had words of 
caution for domestic makers: 

“We may very soon feel stiff 
competition from well designed 
European products,” said Loewy. 
“With less material resources 
they’ve shown greater product de- 
sign imagination. In a ‘state of 
plenty,’ we’ve got to meet the chal- 
lenge of well designed, cheaper 
quality imports from Europe and 
elsewhere.” There was no doubt he 
viewed the inroads made by Japa- 
nese photographic equipment and 
transistor radios as harbingers of 
things to come. 


To bolster the Loewy thesis, Willard 
H. Sahloff, NHMA president and 
vice-president, G-E’s housewares 
division, acknowledged that his firm 
had been studying this very real 
problem over the past two years. 
He saw foreign makers now satis- 
fying their own domestic market. 
He also foresaw, through automa- 
tion and improved quality, these 
same makers reaching out in the 
future for other markets, including 
the U. S. 


A check of five other leading elec- 
tric housewares manufacturers by 
EM Week produced these reactions 
to imports: 


Two or three saw no immediate 
threat. Among those voicing this 
view was Maurice L. Lipsich, v-p 
and director of sales, Dormeyer. 

“Products the Japanese build for 
themselves that are suited for use 
in the U. S. mav pose a threat,” said 
Lipsich, admitting transistor radios 
were such an item. “But irons and 
electric broom type cleaners are 
made for Japanese-type homes. 
They’re not suited for our market.” 

Most makers, however, feel that 
the Japanese will have no trouble 
in manufacturing to U. S. specifica- 
tion if the day comes when they 
want to penetrate the United States. 
Neither will the UL approval label 
be an obstacle. 


The invasion could happen in three 
to five years, according to those 
sounding the alarm. Foreign items 
with U. S. labels, imported com- 
ponents assembled in the U. S. 
and U. S. manufacturers investing 


in foreign plants were considered 
distinct possibilities. 
“The whole situation will bear 


close watching,” says Bret C. Noece, 
chairman of the board, Landers, 
Frary & Clark. “We have no knowl- 


edge of how soon this competition 
will be upon us. However, sub- 
stantial changes are needed in typ- 
ical products we’ve seen to meet 
U. S. market demands.” 





JANUARY HOUSEWARES SHOW is when R. H. Burken of Louis Hannsen’s 
Sons, Davenport, Iowa, goes shopping for summertime merchandise. He listens 
to pitch on $49.95 Royal Chef unit by S. K. Kite-Powell. 


Good Old Summertime 
Starts in January 


It does if you’re interested in 
selling the ever broadening 
array of summertime mer- 
chandise now on the market 


The one label ‘outdoor living 
products” covers a wide range of 
merchandise—from barbecue rigs 
to rose bushes, picnic hampers to 
flashlights, carts to lawn mowers. 

Merchandisers at Navy Pier last 
week, though, indicated this di- 
versity could and would be handled 
all in a batch by retailers this next 
summer. 

One man pointed to Chicago’s Sol 
Polk as an example. “He puts up 
that big tent in the parking lot and 
sells $2.99 lawn chairs and $300 
air conditioners right next to each 
other. And it works!” he said con- 
fidently. 


Barbecues got bigger and better 
over the winter. Prices run from $2 
to $350 at retail, in Big Boy, for 
example, with not much’ hope, of 
course, of picking up the full dollar 
at the top end. Features are picking 
up importance and buyers went 
back and forth comparing legs and 
motors and thermometers, spits and 
wheels and cover latches. 

At the Royal Chef space, there 
was even a feature chart, a la major 
appliance display. “In fact, we call 
‘em outdoor appliances,’ grinned 





1961°s Housewares Shou: 
In Chicago—But W here 


The dates—January 16 to 20 
are definite 

The city—Chicago—is also defi- 
nite. 

But just where in Chicago is un- 
certain at the moment. No contracts 
have yet been signed, even though 
the presumption in the industry is 
that the show will move from Navy 
Pier to the soon to be completed 
Exhibition Hall on Chicago’s South 
Side 

As for the summer show, the 
dates, the city and the building are 
all settled—and all familiar. It will 


be held July 11-15 in Atlantic City’s 
Convention Hall. 








Royal Chef’s S. K. Kite-Powell, 
demonstrating temperature controls, 
rack ‘heights, drafts and adjustable 
everythings. 

The outdoor cookery lines are 
taking on all the appearances of 
regularity. The big names in bar- 
becues compete strongly, and at 
the same time maintain a united 
public relations front against the 
“schlock.” The talk is of “the in- 
dustry” and the allied lines are 
shaping up fast. 


Barbecue tools and outdoor dishes 
and serving kits are springing up 
all over, often right in the middle 
of older, non-outdoors, established 
lines like enamelware, kitchen tools, 
basketry. At Burlington Basket, it’s 
an added low-end line of hampers; 
at Columbian of Terre Haute, an 
enamelware house, the vacuum jug- 
and-cooler tail is wagging the 
enamel dog, though the enamel di- 
vision is also showing big Western- 
styled cups, coffee pots and 12-inch 
plates; at Everedy of Frederick, 
Md., a brand-new “Silver Steed’”’ 
line of “man-styled”’ barbecue tools 
almost overshadowed the firm’s 
regular kitchen line. 


Life on the open road got plenty 
of attention at the Pier, too. Coolers 
come in big variety: The old stand- 
by steel box, step-ups on aluminum, 
or with linear polyethylene inte- 
riors, and “everybody” showed 
styrofoam models. The “old green 
boxes’”’ have jumped into color at 
all spaces. Running mates at spaces 
like K-Appliances include lanterns, 
camp stoves, vacuum jugs, fold-up 
tables—anything for traveling com- 
fort. 

Another line for summer goods 
that seemed to be everywhere at 
the pier was the summer furniture 
pads and covers for out- 
door and porch furniture. Newest 
lines use polyurethane foam, pro- 
viding permanent shape and size, 


accessory 


and are usually plastic-covered 
Prices were continually “refined” 
as the week wore on, but the main 
pitch stayed the same: This year, 
whether for at-home use or on the 
road, outdoor living products will 


bring volume and traffic—anywhere. 
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Will There Always Be 
Two Housewares Shows? 


There are plenty of exhibitors 
now but what happens if NHMA 
moves to bigger . building? 


There were 855 exhibitors and at 
least 16,000 buyers at the Inde- 
pendent Housewares Exhibit in 
Chicago’s Morrison Hotel last week. 

And there was a question, too. 


How many exhibitors would stay 
in the Morrison next year if the 
bigger, older National Housewares 
Show moves from cramped Navy 
Pier to the roomier, almost-com- 
pleted Chicago Exposition Hall? 
With an expected 200 additional 
booths at the 1961 National Show, 
wouldn’t some Morrison exhibitors 
be tempted to make the switch? 

Ray Passis, one of the three pro- 
motors of the Independent Exhibit, 
sat in his 13th floor hotel suite, 
munched on a chicken sandwich 
and offered an answer: 

“Don’t worry about us, we’ll be 
here just the same.” 


Actually, no one was really wor- 
ried. Passis and his partners, Jules 
Karel and Lester Olshansky, have 
a good thing going for them. They 
started the Independent Exhibit in 
1953 with 150 exhibitors and a few 
thousand buyers. Their aim? To 
catch the overflow from Navy Pier. 

“This year we had to turn down 
200 exhibitors,’ Passis explained. 
‘People like our show. They’re hap- 
py here. As far as those 200 new 
booths at the Navy Pier show, they’ll 
be swallowed up by the people al- 
ready exhibiting there. 

“l’m expecting another 200 new 
exhibitors in our show next year. 
We've got all 42 floors of the Mor- 
rison to put them in.” 


Passis does lose a few exhibitors 
to Navy Pier each year. As com- 
panies grow bigger, more prosper- 
ous, they leave the “Oriental ba- 
zaar’ atmosphere of the Morrison 
to rub shoulders with the mighty 
at the National Show. A few come 
back, one or two exhibit in both, 
and there are always enough new 
companies to fill any empty booths 
at the Morrison. 

This year’s Independent Exhibit 
was probably the most successful of 
the lot. 


Bert 
Rea ‘ 


In the appliance field, power mow- 
ers, portable air coolers and Japa- 
nese transistor radios were heaviest, 
with a smattering of hair dryers 
(Japanese and domestic), phono- 
graphs (mainly Japanese) and other 
traffics (again both Japanese and 
domestic). 

Most worried were the power 
mower people. “There are too many 
of us,” J. J. Louda, national sales 
manager of Lawnmaster Co. put 
it. “The only solution is diversifica- 
tion. We’re going to start making a 
line of non-motorized garden tools.” 








Can Opener Boom 
Keeps Rolling 


Last year over 800,000 electric 
can openers were sold—little more 
than a year and a half after the 
unit had appeared on the market. 

And in Chicago last week there 
were no signs that the boom had 
run its course. 


A “limitless potential” was what 
all of the serious contenders for 
the can opener business saw last 
week when EM Week asked them 
if the boom would ‘continue into 
1960. 


The industry still has growing 
pains. New firms are still entering 
the field. Pricing has held below 
$30 and on promotional models has 
dipped to $20 and under. Wall units 
have been supplemented by table 
models and by several “-combina- 
tions. There are a goodly number 
of private labels among the latest 
entries. And the electric units have 
found their way into mass outlets, 
with all the resulting footballing. 


Just who dominates the business is 
a question to which you get quick 
answers—but none of the answers 
have very much in common. Among 
those mentioned most frequently 
are BVI, G-E, Swing-a-Way, Rival, 
Dazey, Universal, Cory, Westing- 
house and Iona. An estimated five 
or six manufacturers do private 
label work. At least two make for 
Sears and one for Ward’s. Magic 
Hostess and Eversharp come off the 
same assembly lines as Rival. 
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ORIENTAL BAZAAR atmosphere at Independent Housewares Show is evident 
in this photo of exhibits in corridors of Morrison Hotel. Appliance men shopped 


gadgets but focused most attention on Japanese imports on display there. 
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What makes HOOVER the biggest name in floor 








Ask any group of women which brand of vacuum cleaner they prefer, 
and the majority of them will say ‘‘Hoover’’.* The reason is obvious. 
Most women know (either firsthand or from their mothers before 
them) that the name Hoover on a vacuum cleaner means quality and 
performance. The Hoover, they’ll tell you, is built to last, as well as to 
clean best. And, they show strong brand loyalty for other Hoover 
appliances—like the Pixie, the Dustette, and the Hoover Floor Pol- 
isher. It’s this brand loyalty that’s helping build sales for the new 
Hoover Electric Floor Washer. 

This reputation for quality and performance makes Hoover the 
name that’s remembered from generation to generation . . . the impor- 
tant factor that builds demand and smooths sales for you. 
REPUTATION: another reason HOOVER is the biggest name in 
floor care. The Hoover Company, North Canton, Ohio. 


*Annual Independent Brand Preference Surveys prove it. 


BRAND 
®) SATISFACTION 


FINE APPLIANCES. ... around the house, around the world. ee 
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The answer for every top 


MODEL 142 
For the woman who 
wants to be “boss” 


Model 142 lets her wash anything 
washable exactly the way she wants it 
washed. She decides every phase of 
every cycle, for herself. 

There’s a button for slow agitation 
and spin speed; and one for regular 
speeds. Two buttons are labeled “sAvE 
sUDS” and “DRAIN suDs.” She has a 
pushbutton choice of “coLD,” “WARM,” 





or “HOT” water temperatures, as well 
as a choice of “Low,” “MEDIUM,” and 
“FULL” water levels. And Model 142 
offers the Automatic Bleach 
Dispenser that knows exactly 
when to add the bleach. ga 





THE BEST ANSWERS 
FOR YOUR BEST 
PROSPECTS 

COME FROM 
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-of-line prospect is here! 


MODEL 160 
For the woman who 
wants utter simplicity 


Here is the automatic that’s self-con- 
trolled—makes all the right decisions 
at the push of a single button. No dials 
to turn. No charts to learn. 

One button does all this: Selects the 
correct water level, washing tempera- 
ture, washing time, and agitation 
speed; rinsing temperature and time; 
even the speed of the spin—for the type 
of load she puts in. There is a button 

for every type of load she'll ever 
have to wash. There's also a but- 
ton for rinsing things separately, 
and a button for spin-drying 
separately. 








MODEL 340 

For the woman who 
wants the convenience 
of washing and drying 
in one operation 


The Right Combination Washer-Dryer 
— She can press two buttons, turn the 
dial, and washday is over. 

The Right Combination of features is 
here, too. Automatic Bleach Dispenser, 
Automatic Water Level Control, Auto- 
matic Rinse Conditioner, choice of 

drying temperatures and times, De- 

wrinkling Cycle, Time Chime Sig- 
nal for wash ‘n wears. Only 34” 
wide. All these features, plus 

the one that makes them 
work: Maytag dependability. 
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THE MAYTAG 
COMPANY, 
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In somewhat indirect fashion, 
Max Hoover, general sales manager 
of the new MZA Industries, last 
week appeared to be happy about 
business he and his men wrote for 
their new Zenith line of white goods 
during the Markets. 

Asked about new distributors, 
Hoover said they got “all they 
wanted, about five.” 


What about business in general? His 
comment was, “they sure*have kept 
us hopping.” 

“They” probably did. And for 
good reason: 

MZA Industries is a marketing 
organization for Marquette and 
Zenith appliances, hence the _ ini- 


tialled name. MZA and Marquette 
seem to share one thing in com- 
mon—they sell appliances made by 
Franklin Manufacturing of Minne- 
apolis, long rated as one of the four 
biggest manufacturers in the field, 
though the big part of Franklin pro- 
duction is for private labels. 


That is the key to MZA’s apparent 
ability to do business. They can 
cover all the bases, and slice up a 
national, regional, state or city mar- 
keting pie any way they wish. 
According to Hoover, their cus- 
tomers can go with the Zenith name. 
Or, at option, under any name they 
care to use if they’re bigger-than- 
single-carload buyers. And they can 
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MZA Keeps ‘Hopping’ at Markets 


go “with equivalent features,” ac- 
cording to Hoover at “any $50” 
under the market. 

The big gleam in MZA’s eye is 
the refrigerator line, which includes 
as the big mover a 16-cu.-ft. com- 
bination. Drawing most interest 
from the competition in Chicago 
was a smaller model with a plastic 
food liner that no one else showed. 


Future marketing plans for MZA 
are “flexible.” Roughly, the firm 
will go nationally 50-50 direct and 
distributed. The big job will be on 
direct sales, and penetration will 
be hard to figure, since much busi- 
ness will be in non-Zenith boxes, 
he said. 





8th in a series 
of weekly Gibson 
messages to 

all appliance . 
dealers 


NOTHING BUT GOOD NEWS..WORTH 


ITEM 1 Gibson, its Distributors and Dealers have just 
racked up the greatest calendar year in recent history, 
and the model-year is even hotter. Sales of appliances 
wearing the Gibson crest, up 9214%, are gaining more 
than 400% ahead of the industry. 


ITEM 2 In the last four months alone, refrigerator and 


WHATS 


THE GOOD 


WORD AT 
GIBSON? 


vV 





freezer shipments ran double the ’58 rate, which, itself, 


was a record-breaking period. 


ITEM 3 Gibson has now scored major sales gains for 


eighteen consecutive months. 


ITEM 4 Simple, service-free Frost-Clear freezers and re- 
frigerator-freezers, just introduced by Gibson, have been 


pre-ordered in record quantities. 


ITEM 5 In air conditioners, Gibson’s exclusive 71-S Air- 
Sweep (1 h.p., plug-in with power-driven louvers) has 
sent sales soaring 90.7% above last year. 

ITEM 6 More than 3,000 Dealers have already passed the 
qualifying level to attend Gibson’s huge Convention in 


Hawaii By Jet in ’60—at a rate 10 times ahead of last year. 


ITEM 7 Gibson’s $100,000.00 Hawaiian Holiday Consumer 
Sweepstakes is now building pay-off traffic for thousands 
of Gibson Dealers from coast to coast. 

ITEM 8 Here’s what it all adds up to. Today, more Dealers 
are making more sales, more profit, with the great new 


hy 
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Gibson line than at any time in history. There’s action for 


you at Gibson 


WHar's THE £9°D wogn? 


get going...get 


and now’s your moment. 


CHARLES J. GIBSON, JR 


YOUR READING 











W. C. CONLEY 


Vice President, 
Gibson Sales 


LiGsa 


Gibson Refrigerator Division of HUPP Corporation, Greenville, Michigan 





‘Distributor Jets 


Into ’60 Plans 


Pierce-Phelps, Inc., largest in- 
dependent television and appliance 
distributor in the East, enthusias- 
tically launched plans for the 
“Rocketing 60’s,” at a three-day 
dealer open house and showing of 
1960 lines in the firm’s huge Phil- 
adelphia headquarters. 


Space was the theme of the open 
house, keyed by the 20 ft. scale 
model rocket poised on its launch- 
ing pad in the center of the dis- 
tributor’s attractively remodeled and 
redecorated 20,000  sq.-ft.-show- 
room. Displays heralded Pierce- 
Phelps’ precedent-setting 1960 
“Flight of the Stars’ dealer trip 
and institute of appliance manage- 
ment scheduled for late May in 
Nassau. It combines the traditional 
dealer trip and sales conference 
with features of the highly success- 
ful NARDA institute educational 
program. 

“We are on the threshold of a 
fabulous decade,” said Pierce-Phelps 
Vice President J. Trevor Pierce. 
“Prospects are tremendous for most 
products, especially for electricals 
and electronic products. This offers 
limitless opportunities for those 
who have geared their operations 
to meet the challenge of the 60’s.” 

Prof. William R. Davidson of the 
NARDA institute at Washington; 
Leonard C. Truesdell, Zenith execu- 
tive vice president; Russell Gray, 
vice president, Carrier Corp.; and 
George C. Foerstner, Amana execu- 
tive vice president, make up the 
faculty for the three-morning ses- 
sions of the Nassau institute. Plans 
also call for late afternoon work- 
shop sessions with individual faculty 
members. Dealers who make their 
assigned quotas will be eligible for 
the Nassau trip. 

The distributor’s new showroom 
includes redesigned flow to show 
television, stereo, high-fidelity, in 
typical living room atmosphere, 
grouping of white goods, and open- 
ing up the floor generally to pro- 
vide unobstructed eye-level view of 
the entire showroom. 


Four vignettes in correlated styling 
are used in the television depart- 
ment to display Zenith designer sets. 
Other units are placed in a living 
room arrangement. A similar tech- 
nique is used to display hi-fi and 
stereo units. Radios are shown in 
a pegboard and shelf cabinet ar- 
rangement. A separate room nearby 
is available for hi-fi listening, away 
from the showroom floor area. 





Northern Electric Co. 
Up and Over on Sales 


The Chicago blanket manufac- 
turer racked up a 69% increase in 
wire-and-wool warmer sales last 
year, but it oversold. 

“Although the situation was re- 
lieved somewhat when the com- 
pany’s new Waynesboro, Miss., 
plant began production last Oc- 
tober, the demand was already too 
heavy to be met,” explained S. I. 
Russell Jr., Northern president. 

Overall sales for the blanket and 
heating pad company were up 37% 
last year. And Northern expects a 
“substantial increase” this year. 
One reason: it’s adding electric va- 
porizers to its product list. 
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NEW RCA WHIRLPOOL PORTABLE DISHWASHER 


WASHES CLEANER 


without tedious scraping and pre-rinsing! 








Check and compare... you’ll see why your customers will prefer an 
RCA WHIRLPOOL with the easiest, cleanest dishwashing ever! There’s no scraping 
or pre-rinsing . . . no loading worries . . . no complicated settings! With one 
set of the dial the exclusive Filter-Stream dishwashing system automatically 
pre-rinses, then washes dishes with powerful streams of constantly-filtered, 
cleansing water. Every dish, no matter where it is in the unit, is thoroughly 
drenched, over and over, to remove even the most stubborn food particles. 


And, there’s much more to tell and sell in an RCA WHIRLPOOL! There are 
two washing cycles plus Ready-Rinse* for dishes that don’t need sudsing, 
even a plate warming cycle .. . built-in water heater . . . giant, free-rolling 
casters .. . and large capacity all at a price that gives you fast turnover at 
good margin. 








See your RCA WHIRLPOOL distributor now for the complete story. 


FP-50 











Roll ’r n eed” racks 
Gite cal be biked or inderialngled w ony 
manner for maximum capacity. Convenient 


top rack rolls to front or back for easy 
access to lower rack. 





a Your family will love our family of home appliances 
2 complete detergent washes 
This RCA WHIRLPOOL dishwasher not only 
washes twice, but washes longer to remove 
the most stubborn food stains .. . yet uses no 
more water. And, there’s a -separate, auto- 
matic, detergent dispenser. for each wash. 


Products of WHIRLPOOL CORPORATION St. Joseph, Michigan 


Join up!...it’s easier to sell RCA 


of trademarks f@ and RCA authorized by trademark owner Radio Corporation of America 


WHIRLPOOL than sell against it! 





Use 


ELECTRICAL MERCHANDISING W 

















VTOMATIC DISHWASHER 
ee 86 ant was erie : ae Com, 


fe ee) 5 coretes 
J 








JANUARY 18, 1960 





This is the brand new General Electric 
Mobile Maid... the first dishwasher that 


lets you demonstrate how it washes! 


i ee 








For the first time a dishwasher that washes from the 

bottom up and from the top down. Only the new General 

Electric Mobile Maid with Power Shower washes two ways 
. . So there’ll be no two ways about the results. 


While water circulates from the bottom up, Power Shower 
swirls hot water over every surface from the top down. This 
exclusive top and bottom washing action prevents food 
washed off one dish from sticking to another. 


For the first time you can show how a dishwasher works 
... give convincing first-hand evidence of Mobile Maid’s in- 
comparable washing power. General Electric’s new plastic 
“‘demonstrator’’ top fits right on the Mobile Maid, replacing 
the regular top. 


It’s a cinch to set tne sale in motion. Because no matter 
what you might say about the new General Electric Mobile 
Maid, seeing is believing! 

For the first time a portable dishwasher with three wash- 





GENERAL ¢@ ELECTRIC 


With exclusive new Power Shower 
under the lid, General Electric has built the 


world’s most efficient dishwasher .. . positively 
the greatest boon to dishwashing since paper 
plates. And now by using the plastic “demonstra- 
tor’ top, you can actually show your customers 
what’s going on (or what’s coming off) inside! 


ing cycles. One gentle cycle safely washes fine china and 
crystal. A vigorous cycle scrubs heavily soiled utensils, pots 
and pans. Still another cycle scrubs a mixed load of daily 
dishes. 


And the new General Electric Mobile Maid has Flush- 
away Drain—the remarkable feature that eliminates hand 
rinsing and scraping. 


No fooling, here’s the dishwasher that can make this a 
vintage year for dishwasher sales. You’ve got the product 
. .. a unique way of demonstrating it . . . a backlog of eager 
prospects ... and an advertising campaign in the Saturday 
Evening Post and LIFE twice as big as any we’ve ever run. 
Full pages in four colors yet! 


Better order your ‘‘demonstrator’”’ top from your 
distributor fast . . . and better get a bunch of new Cus- 
tom 3-Cycle Mobile Maids to go with it! General Electric 
Company, Louisville 1, Kentucky. 





All with the 3 hottest features 


TRUE VIEW 23"* 
EXCLUSIVE HALOLIGHTs 
“MAGIC TOUCH” REMOTE CONTROL 


All designed to sell as low as 


$339.99 





SYLVAN I 
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Jack Paar is selling these 
~ TV sets for you! 


SYLOUETTE MODEL 23822 
Mahogany, walnut, blonde oak grained finishes 


SUPER DELUXE SWIVEL 
CONSOLE MODEL 23C11 
Mahogany, blonde oak grained finishes 


SUPER DELUXE LOWBOY MODEL 23C28 
Walnut veneer, mahogany, 
blonde oak grained finishes 








*Picture measured diagonally 





Jack will bring in the traffic. You will close 
the sale! Watch for hard-hitting commer- 
cials week after week on the Jack Paar 
Show, NBC-TV network. 156 stations 
coast-to-coast. Plus full-page, full-color 
ads in Life and The Saturday Evening 
Post. Get in on the year’s biggest TV pro- 
motion. Call your Sylvania distributor. 
Sylvania Home Electronics Corp., 
Batavia, New York 
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accurate 
oven control 
down to 


140° 


Biggest advance since 
the ‘‘burner with a brain 
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NOW, a roast, even the entire meal 
can be cooked ready-to-serve 
... hours before serving time! 


No drying out... No w-i-d-e temperature swings 
e = ; 


NOW, the homemaker can complete cook- 
ing ...hours before serving time. She can 
delay serving for hours... warm dishes... 
and thaw frozen foods in her new gas oven! 


She can enjoy all these advantages by simply 
turning the new FLAME MASTER* gas oven control 
dial to the LO-TEMP area . . . down to 140°! 


This new FLAME MASTER oven control 
will convert ‘“‘lookers’’ into buyers and here’s 
why —this biggest advance since the “burner 
with a brain’ will soon be the most-wanted 
feature in new ranges and built-ins. 


No w-i-d-e temperature swings. Of all oven 
controls, only the FLAME MASTER accurately con- 


Reprints of this ad will soon be mailed 
to leading gas appliance dealers 


trols temperatures from 550° down to 140°! Avail- 
able only in gas ranges, it’s a Robertshaw feature 
than can’t be duplicated. 


The new ‘“‘no-button’’ automatic oven pilot, 
a part of this FLAME MASTER oven control system, 
gives you another sales clincher. If the pilot goes 
out for any reason, the homemaker simply holds 
a lighted match to it! There’s no button to push 
and hold in, no string to pull, no waiting for a 
service man. 


Write today for literature. Homemakers will 
be asking about the FLAME MASTER—the new 
gas oven control with accurate LO-TEMP settings! 
Robertshaw Thermostat Division, Robertshaw- 
Fulton Controls Company, Youngwood, Pa. 


VMA 67862 


*Trade Mark 





























Relaxes with Entertains 
Her Family Her Guests 


Since the completely cooked roast and the entire 
dinner can be held for hours at serving tempera- 
ture, the homemaker is no longer ruled by the 
kitchen clock. 





Ready-to-Serve Meals Can Be 
Delayed . . . for Hours 






Now, that the ready-to-serve roast and dinner can 
be delayed for hours, there’s no cause for worry 
if father or guests are late! 
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Warm 
Dishes Frozen Foods 


And now the homemaker can use her gas oven for 
warming dishes and for faster thawing of frozen 
foods. Example: a 7-lb. turkey can be thawed in 
about 2% hours vs. 28 hours in a refrigerator or 
14 hours at room temperature! 











Here’s the 
new type 


oven control 
that will... 


convert 
“lookers’ 
into 
buyers! 






Last year, traffic accidents killed 37,000, injured 1,400,000 


.--and they wasted Five Billion Dollars! 
Traffic accidents’ human toll is so tragic we sometimes overlook their 


staggering economic waste. Five Billion Dollars in lost wages, medical 


expenses, insurance costs and property damage! Your business—every 
business—shares in this loss. So you have a double interest in helping 
reduce traffic accidents. And you can help! Drive safely and obey the law 
yourself... certainly. But go further. Use your influence to promote safe 
driving and urge strict law enforcement. To make your efforts more effec- 
tive, join with others working actively to reduce traffic hazards in your 
community. Support your local Safety Council! 
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Where traffic laws are strictly enforced, deaths go DOWN! 


Published in an effort to save lives, in cooperation with the National Safety Council and The Advertising Council. 
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GOLD 'TAG 
VALUEH DAYS! 


HOFFMAN DOES IT AGAIN! The line is loaded with selling features and the 
sensational new 23” screen is available throughout the entire line. Now, Hoffman 
announces the biggest first quarter promotion of them all... HOFFMAN GOLD TAG 
VALUE Days. This great promotion offers Mr. and Mrs. Johnny Q. Public just what 
they want... NEW 23” PAN-O-VISION TV WITH A 21” PRICE TAG! All Hoffman 
merchandise will carry a Gold Tag announcing the special values. Window banners, 
envelope stuffers and jumbo postcards will tell the exciting story. Full page ads in 
Look & Goop HOUSEKEEPING Magazines will tell the nation about Hoffman. 


Newspaper ads and radio commercials will make your customers eager to buy. 


AND TWO NEW MODELS MAKE THEIR BOW! Both popularly-priced, both with the 
new 23” screen, True Hoffman Pan-O-Vision 23” TV at a new low price! They’re styled 
to meet public demand, too. A stunning consolette and a striking lowboy round 


out the most COMPLETE line of 23s on the market today! 


GET IN TOUCH 
WITH YOUR HOFFMAN DISTRIBUTOR 


NOW! 


if os it 
MODEL 3723 MODEL 3743 Hoffm aA n 


or yas World’s Finest 
SG ed by 
Hoffman Quality has earned the Good Housekeeping Guaranty Seal. Good Housekeeping Qualit y TV and Stereo 


ters ave » ware 
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Television Hits.the Supermarket 


This week the all-seeing eye of 
the television receiver will appear 
in still another spot—the family 
supermarket. 

Starting today with stores in the 
metropolitan New York area, Na- 
tional Telefilm’s station WNTA-TV 
will be beaming a new program 
(Day Watch) into selected stores 
from 9 am to 6 pm Monday through 
Friday. 

Definitely set in the Daitch Shop- 
well stores in New York, WNTA- 
TV expects to have sets operating in 
400 stores in the metropolitan area 
by February 15. And station offi- 
cials hope to sell the franchise on a 
nationwide basis. 

An average of seven sets will be 
used -per store. 


The program schedule, which re- 
places the regular daytime activity 
on WNTA-TV, will include no item 
more than one minute long. Com- 
mercials will be limited to 10 sec- 
onds. There’ll be background music, 
too. 

Each 21-inch set will be locked 
on WNTA-TV, of course. 

Among the features scheduled 
for telecasting are shopping hints, 
weather reports, recipe suggestions, 
newscasts, J. Fred Muggs and time. 

A test run in August produced 
excellent results, according to a 
station spokesman. The programs 
served as a reminder to housewives 
to pick up additional items and 
stopped people from fidgeting while 
waiting at the checkout counter. 
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Money, Mortgages, 
Merchandising .. . 


and materials. Those are the 
big words at the annual convention 
of the National Association of Home 
Builders which opened yesterday in 
Chicago. The NAHB estimates over 
35,000 representatives of the build- 
ing industry will attend. 

Delegates will hear government 
experts such as Senator Jennings 
of West Virginia and Senator Spark- 
man of Alabama talk about this 
year’s money supply, mortgage op- 
portunities and the government’s 
influence of homebuilding. 

And industry experts and build- 
ing laymen will have a chance to 
thrash out merchandising, trade-in 
housing, urban renewal and a va- 
riety of other topics. 
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LIFETIME PROTECTION 


POLICY 


is only PART of the Quic-sell 
story of high profit, dependable 


POLICY 


FREEZERS 


QUICFREZ Chest and Upright Freezers offer 
more in styling, construction, dependability 
because they’re made by one of America’s pioneer 





refrigeration specialists, backed by 57 years’ 
manufacturing experience and a world-wide 
reputation for quality. QUICFREZ Freezer 
cabinets carry a Lifetime Protection Policy and, 
also, a 4-year compressor warranty plus a 3-year, 
$200 food-loss warranty! What more assurance 
of quality can you ask for? Yes —if you're in 


the market for top quality, high profit, 
dependable Freezers — get the Quic-sell story 
about QUICFREZ today! 


Above. QUICFREZ Chest Freezers with “Golden Glow” 
interior, and 3.3 cu. ft. Quicfréz compartment, 
available in 14.1 cu. ft., 17.3 cu. ft., 20.5 cu. ft. 


capacity. A model for every need! 
At right. QUICFREZ Upright Freezers, with modern, 


square-look styling and 


“Golden Glow” interior 


available 11.2 cu. ft., 16.0 cu. ft. 21.7 cu. ft. capacity. 
Also — QUICFREZ Refrigerators available 9.0 cu. fe., 


Lie eur Te. 


13.6 cu. ft. capacity plus Recessed Twins — 


matching 6.0 cu. ft. Freezer and 7.4 cu. ft. Refrigerators. 


See your Quicfrez 


QUICFREZ INC., Dept. EMW 
Fond du Lac, Wisconsin 
Name 


Address 


distributor or mail coupon below today! 
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..-now you can sell her 


up to the all-new 1960 


18 CU.FT. OF FOOD STORAGE IN THE 
FLOOR SPACE OF AN ORDINARY 12" 


New Hotpoint Wonderwall is only half as thick as ordinary insulation— 
adds 6 extra cubic feet. of food storage...and only Hotpoint has it! 








Now, every customer who has room for a “12” is a choice step-up prospect for the 
new Hotpoint Space Ace 18—the only 18 cu. ft. combination that fits in the floor 
space of a “12.” 








Ordinary Hotpoint 
a ne Exclusive new Hotpoint Wonderwall insulation makes the big capacity difference. 
s 4 » 6 ” 1 % © : " 
WONDERWALL Compared with an ordinary “12,” you sell 25% more refrigerator storage (11.5 vs 


gives you mors nner pene 9.2 cu. ft.) and a dramatic 128% more freezer storage (6.6 vs. 2.9 cu. ft.). 


is ‘ehthes tak halls a vlna ee bee Wonderwall is backed by six years of exhaustive research and testing—your assur- 








ance of dependable performance and customer satisfaction. Contact your Hotpoint 
distributor for full profit-making details today! 


DEMONSTRATE THESE NEW SPACE AGE FEATURES TO HELP CLOSE MORE SALES! 


e top to bottom 
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Swinge-Out Shelves, 
Crisper Bring Foods 
Out Front 


World’s largest refrigerator 
shelves! Adjust up or down at 
the touch of a button, even 
when loaded. Lift out easily for 
cleaning. Removable Swing-Out 
crisper holds nearly 24 bushel. 





Automatic 
Frost-Away Freezer 
Swing-Out Basket 


Simply no defrosting! Big 230 Ib. 
freezer stays free of frost with- 
out fans to break down and 
cause food spoilage. New swing- 
out basket with separate sliding 
basket inside. 


New Magna-Seal 
Door Seals-In Cold... 
Magnetically 
Millions of tiny magnets embed- 
ded in the flexible vinyl door 
gasket assure a tight seal to 
keep cold air in, warm air out. 
Door opens with a touch from 

the inside, too. 


Rolls Out 
For Cleaning And 
Decorating 

Rollers make it easy to clean or 
decorate behind, beneath and 
beside refrigerator. Refrigerator 
rolls out smoothly on cushioned 
wheels hidden under cabinet. 
Another Hotpoint exclusive. 


HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 
... IF YOU’RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


New Space Age 
Design For Flush Fit 
All Around 


No clearance space required for 
door to be opened 90°— even 
when cabinet is placed in a cor- 
ner. No coils in the back—refrig- 
erator fits flush to wall, gives 
built-in look all around. 


A Division of General Electric Company, Chicago 44, Illinois 
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FOOD FREEZERS °* 


AIR CONDITIONERS 
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FREEZER 


NEW HOTPOINT WONDERWALL 
INSULATION IS ONLY HALF AS THICK 
AS ORDINARY INSULATION—GIVES 


D STORAGE 
18° aa nan SPACE OF 12 














Now! Another Hotpoint first gives you the best 
of both to sell in ’60—all the convenience of an 
upright artd chest freezer in one beautiful two- 
door. Top section stores the. foods she uses most — 
swing-out bottom section stores bulky items. 
And, new Hotpoint Wonderwall Insulation is 
only half as thick, yet every bit as efficient as or- 
dinary insulation—adds 6 extra cubic feet of food 
storage inside without extra bulk outside. Your 
customers enjoy 18 cu. ft. of usable storage in the 
floor space of an ordinary upright 12. 
Wonderwall is backed by six years of research 
and testing—your assurance of dependable per- 
formance. Contact your Hotpoint Distributor. 








Demonstrate these SPACE AGE FEATURES 
TO CLOSE MORE ‘60 FREEZER SALES! 


e GIANT 616 LB. USABLE FOOD CAPACITY 
© BIG 382 LB. CAPACITY UPRIGHT SECTION ON TOP 
@ 234 LB. CAPACITY “SWING-OUT BASKET” SECTION 


e NEW MAGNA-SEAL DOOR SEALS IN COLD... 
MAGNETICALLY 


@ ALL SHELVES HAVE FAST-FREEZING 
ALUMINUM COILS 


e FITS IN LIKE A BUILT-IN...NO DOOR-SWING 
SPACE NEEDED 
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Model 
FK26A 
26.1 CU. FT. 
CHEST FREEZER 











Model Model Model 


FK17A FK20A 
oy. 17 CU. FT. 19.6 CU. FT. 


1 CU. FT. 12.5 CU. FT. ee a 
veniant FREEZER CHEST FREEZER CHEST FREEZER C 


FP12A 
12.1 CU. FT. 


SPACE AGE FREEZER UPRIGHT FREEZER 
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NEW I9g60 HOTPOIN 


MIGHTY 


AIR CONDI 


&.. 


OFFER YOUR CUSTOMERS THE TWO FEATURES THEY WANT MOST! 


i 


FHS te teste gay 


POWERFUL 
OPERATION 


See ee eene: 


ees! 


NIGHT AND DAY 


Silent Circulator hushes air rush . . . compressor is spring-mounted 
for quiet daytime operation. Silent Knight Switch provides even 
, greater noise-free performance at bedtime. 


| 
} 
1 


Demonstrate how easily the MASTER-MIND 
CONTROL PANEL puts personalized 
weather within fingertip control 


} 


> ie 


Step up more sales to deluxe models by demonstrating the Hotpoint 
Master-Mind Control Panel. Show how easily it gives precise control of 
temperature, circulation, ventilation and even humidity. Actually works 
like a “weather brain” to give personalized comfort for any need. Ask 
your Hotpoint Distributor for the full competitive story on ways Hotpoint 
Mighty Quiet air conditioners can close more sales for you in 1960. 
PLUS these other MIGHTY helpful sales advantages: 


e PINPOINT CONTROL DIRECTS AIR UP, DOWN, SIDEWAYS— 
EVEN INTO ANOTHER ROOM 


@ EASY, DO-IT-YOURSELF INSTALLATION SAVES 
WAITING TIME AND MONEY 


® EIGHT MODELS IN ALL FIT EVERY FAMILY 
COOLING NEED AND BUDGET 


mt 


And you can wina mighty wondertul 
vacation in Europe, Hawaii or Jamaica 


Contact your Hotpoint Distributor for details 


HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE ... 
IF YOU’RE NOT A HOTPOINT DEALER YOU SHOULD BE! 


; ae : coc Ast 
LOOK FOR THAT [RM DIFFERENCE! (Your Curtowens do!) 
Mee A Division of General Electric Company, Chicago 44, illinois 


ELECTRIC RANGES - REFRIGERATORS - AUTOMATIC WASHERS + CLOTHES DRYERS + CUSTOMLINE* + DISHWASHERS 
DISPOSALLS* + WATER HEATERS -+- FOOD FREEZERS - AIR CONDITIONERS + ELECTRIC BASEBOARD HEATING 
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Appliance-furniture dealers plan heavier buying, 
upgrading at Los Angeles, San Francisco Markets 


Bolstered by the strength that 
has come from getting an increas- 
ing share of the furniture business, 
appliance-furniture dealers from 
west of the Rockies arrived in Los 
Angeles yesterday and are plan- 
ning to be in San Francisco next 
Sunday for the Winter Markets. 
They have definite ideas of what 
they want to buy and how they will 
aim for more profit from more busi- 
ness in 1960, with 1959’s experience 
under their belts. 


Basic aim of most dealers during 
these two weeks is: (1) to restock 
with latter-day Scandinavian and 
early-day Provincial; (2) to buy 
“a little bit more’ than they did 
last January; and (3) to upgrade 
their furniture lines by 10-15%. 


Influencing these dealers’ buying 
plans for 1960 are two major re- 
gional factors. One is new home 
construction. The latest forecast 
indicates 313,000 new homes to be 


ELECTRICAL MERCHANDISING WEEK 


Dealers Head for 2 Coast Markets 


built in seven Western states in 
1960, 21.4% of the national total 
and twice the national rate. 
Second influence is the rising re- 
placement market for furniture for 
the many thousands of tract homes 
built between 1947-1952. This, deal- 
ers say, justifies their upgrading of 
furniture lines. Because of low 
finances or susceptibility to schlock- 
talk, many families furnished those 
homes with modern borax. Most of 
this furniture is being replaced, 
and by families burned by exper- 
ience with the short life of cheap 
furnishings. Now they can afford 
at least medium-priced goods, and 





PROVEN by 33% increase 


in Dealer Outlets! 


Winning overwhelming dealer acceptance since its introduc- 
tion in the fall of 1959, the 1960 MAGIC CHEF Gas Range line 
today — January 1960 — is the dealer-approved 1960 line! 

















PROVEN by 96% increase 


in Sales! 


Consumer-tested and sales-proved on the retail floors of the 
nation, the 1960 MAGIC CHEF Gas Range line today — Jan- 
uary, 1960 — is the consumer-approved 1960 line! 





HERE'S WHY the 1960 MAGIC CHEF Gas Range line has received unprecedented consumer and 


dealer acceptance: 


Newest Automatic Features on Any Range 
The Magic Control Center and the Dial-a-Magic Roasting Control— Consumer Approved$ 
Newest Styling in the Range Industry 
Sculptured Range Styling — Consumer-Approved! 
Dynamic National Advertising Campaign presents the 1960 MAGIC CHEF 
Gas Range to the American homemaker 
Complete merchandising materials available to tie-in with national MAGIC CHEF ad campaign. 


SEE THE CONSUMER-APPROVED 


1960 Magic 


Chef’ vine 


Space 637 * Women’s Building 
SOUTHWEST FURNITURE MKT. 





dealers are planning to be ready. 

Here’s what a dozen Far West 
appliance-furniture dealers told 
EM Week about their plans: 


Heavier buying is indicated, but 
the degree varies with local con- 
ditions. Lyle Wilson in Sacramento, 
Calif., is “going all out” in buying 
this month. “We should get a 10% 
increase in furniture volume just 
from the newcomers to this area— 
and another 10% from the people 
who do business with the new- 
comers—and then you figure the 
general prosperity in the area— 
I think we have it made,” he said. 


Regional tastes will guide buying 
by Far West appliance-furniture 
dealers during these Winter Market 
weeks. A nationwide move to more 
“elegance” with heavy promotion 
of the “transitional” designs cer- 
tainly will meet opposition here. 
The same desire to cater to Western 
home styles that forced at least 
Admiral and RCA-Victor to ship 
TV chassis for installation in West- 
ern-made cabinets, and which gave 
Hoffman and Packard-Bell such a 
strong hold on Far West TV busi- 
ness through cabinetry, is making 
dealers shun many popular East 
and Mid-West furniture styles. 

“We'll be buying high-style 
Scandinavian and American con- 
temporary as well as Early Ameri- 
can in maple, teak, birch and 
cherry woods,” says Phil Urner, 
Bakersfield, Calif. Bradley-Badger, 
downtown Salt Lake City, has a 
good business in functional furni- 
ture and intends to hold onto it 
by stocking more of the same— 
“resisting transitional or any ma- 
jor departure.” Joe Fendel in Port- 
land sees some indication of a 
trend: “We'll be interested in con- 
temporary and Early American and 
some transitional.” 


Woods are important in the buying 
plans of the Far West appliance- 
furniture dealers. By far, walnut 
will be the most in demand this 
week in Los Angeles and next week 
in San Francisco. Only two of the 
dozen dealers interviewed by EM 
Week considered the much publi- 
cized comeback of mahogany as 
important to their buying plans. 


Higher-priced furniture is being 
sought by most of the Far West 
appliance-furniture dealers at the 
Winter Markets. Reports to EM 
Week show plans for upgrading as 
high as 20% over the price levels 
of the stock they carried in 1959. 
No small reason for seeking the 
higher priced furniture models is 
the dealers’ experiences with pro- 
fits and competition in 1959. The 
mushrooming of highway stores 
and warehouse outlets has cut the 
profits in low-end furniture lines 
in more expensive locations. 


Specialty selling will be more a 
part of their furniture selling, many 
dealers reported, and indirectly has 
influenced their upgrading of lines 
carried. Says Phil Urner of Bak- 
ersfield’s Urners Appliances and 
Furniture: “We have to do some 
selling—we have to show better 
quality furniture and then use 
our ability to show the prospects 
why that better quality is worth a 
little more money.” 
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Schedule FAMILY WEEKILY to build... 


MAXIMUM 
APPLIANCE SALES 
IN 188 HOT MARKETS 


Your product story in FAMILY WEEKLY saturates one of America’s 
most fertile appliance markets. It reaches families who are outstanding 
in their ownership and usership of appliances. It covers a market of home 
owners, prime prospects for new and replacement sales that account for 
15% of all U.S. retail sales. 


Three out of every four homes reached by FAMILY WEEKLY are 
owner-occupied, the largest percentage of home ownership of any general 
weekly magazine audience. 92.7% are single-dwelling units. 


Ask your dealer... 
FAMILY WEEKLY is an 


important part of the local 

































newspapers that dealers 
read and use. They know it 
is read by their best cus- 
tomers. They are quick to 
support your FAMILY 
WEEKLY schedule with 
local tie-in advertising 
and display. FAMILY 
WEEKLY’S dual coverage 
—consumers and dealers— 


They buy appliances. One out of four FAMILY WEEKLY house- 
holds (24.5%) owns a home freezer—again, the largest percentage 
of any general weekly magazine (and a greater percentage of them 
purchased freezers in the last 12 months). 92.6% own electric 
refrigerators; 47.4% have automatic washers. FAMILY WEEKLY 
readers buy and own appliances—far more than the average.* 
Saturation coverage: Distributed with 188 influential, local 
newspapers, FAMILY WEEKLY’S 4,814,512 circulation reaches 
your best prospects. It reaches an average of over EIGHT out of 
TEN families in 188 City Zones. No other medium covers these 
188 important markets in such depth. 












means plus results for your 






schedule in America’s 
fastest growing Sunday 





magazine. 





In markets, in coverage and in sales results, it will pay you to take 
a good look at what FAMILY WEEKLY’S concentration among appliance 
buyers can do for your sales in 1960. Ask our nearest representative for 
the full story. 


Family Weekly 


Leonard S. Davidow, Publisher 
Patrick E. O'Rourke, Advertising Director 


153 NORTH MICHIGAN AVENUE, CHICAGO 1 


NEW YORK 22: 405 Park Avenue 
DETROIT 2: 3-223 General Motors Bidg. 
CLEVELAND 15: 604 Hanna Bidg. 
ATLANTA 3: Cogill, Pirnie & Brown, 1722 Rhodes Haverty Bldg. 
LOS ANGELES 5: 3670 Wilshire Bivd. 
SAN FRANCISCO 4: 235 Montgomery St. 






"Source, Starch, 1959 





WORLD’S LARGEST MARKET THAT CAN BE REACHED IN SUCH DEPTH WITH A SINGLE MEDIUM 










Ihe largest advertising program in the industry backs 
up the largest, finest line of dishwashers. You’ve got 
a KitchenAid dishwasher to offer every prospect: 
renter, “‘going-to-buy,” homeowner and _ remodeler. 
And every model has the same fine quality features 
and superior performance that have put KitchenAid 
in a class by itself. Full profit—it’s yours with Kitchen- 
Aid, and you don’t use it up in service and adjust- 
ment calls. KitchenAid gives you more to talk about 


when prospects are “on the fence.” For instance: 


SUPERIOR WASH ACTION—Only KitchenAid has 
the Hobart revolving power wash arm. No skinny, 
short tube which squirts tiny streams of water that 
depend on dish deflection for coverage—but a man- 
sized, power wash arm extending the full width of the 


Complete line - full profit - strong advertising - customer satisfaction 


that’s why they call heitchen Aid. 


THE DEALER’S DISHWASHER 


KITCHENAID, the finest made . .. by Hobart. The World’s Largest Manufacturer of Food, Kitchen and Dishwashing Machines. 


porcelain enamel wash chamber. Scientifically placed 
and directed jets actually scrub every piece of table- 
ware clean with an exclusive, high-velocity wash ac- 
tion. KitchenAid has completely effective washing 


capacity. 


MORE EXCLUSIVE FEATURES—Every one helps you 


build a solid, convincing sales story. 


FRONT FINISHES—Variety to suit any decor: white, 
stainless steel, wood hue copper tone ename! or an- 
tique copper plate .. . or match it locally to any 


color. 


EASY INSTALLATION—Every KitchenAid is designed 


for easiest installation, with all parts readily accessible. 


Each time you sell a KitchenAid 





...1t starts to sell for you 


ELECTRICAL MERCHANDISING 








SEE ALL KITCHENAID PRODUCTS in our per- 
manent display, Room 1180 in the Merchan- 
dise Mart and at the NAHB, Booths 446-447, 
Hote! Sherman, Chicago, January 17-21. 











KitchenAid Home Dishwasher Division 

The Hobart Manufacturing Co., Dept. KEM 
Troy, Ohio 

(In Canada: 175 George St., Toronto 2) 

Please send full information on the complete 
line of KitchenAid dishwashers. 


Name___— stemeaai vailiectiier 
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(AND MORE 
THAN 6,000,000 JUST 
LIKE HER!) 
As we start the new year, 
we would like to lift our glass to the millions and 
millions of women who read Ladies’ Home Journal. 

We salute, first, their lovalty—which gives the Journal the largest average circulation ever 
attained by any woman’s magazine. Furthermore, in November, when readers of the three 
leading women’s magazines were asked which magazine they like best, 50% more of them 

chose the Journal than either of the other two. We thank them for this affection. 
And to our advertisers! 
We toast, too, our advertisers’ confidence in the Journal. In 1959 they invested 14% more in 
Journal pages than the previous year...over $30,750,000! This set an all-time revenue record for 
any woman’s magazine. And eight of the Journal’s twelve issues in 1959 broke monthly records! 
Readers’ response was behind this record investment. One advertiser swamped 28 Macy’s stores 
with a single advertisement. A certain manufacturer upped brand awareness for his product by 
50% in a single month. Another got a 30,000 response to a half-page advertisement and sold out a 
complete line. Another found he received 31% more returns from his coupon advertisement in the 
Journal than from the second woman’s magazine...and 46% more than from a major weekly. 
Still greater circulation and still greater returns for advertisers are expected 
in 1960. Advertisers have already invested 23% more in the 
January issue this year than last. 
We thank them and wish a Happy New Year to 
all-American businesses, great and small. May 


1960 (more champagne, please!) be another 


record setter for us all! 


JOUR. 


A CURTIS PUBLICATION 
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| This i is the Big 
' Sales Advantage 
in 1960 Room 
Air Conditioners 



























NEW 


Coolerator 


with the Genuine Electrostatic Filter at no extra cost 








Now profit with the biggest sales feature in room air conditioners today—Coolerator’s 
miracle Lectrofilter™! 

With this genuine electrostatic filter, you can offer your customers the cleanest cool air 
possible . . . at the price of ordinary units with mechanical filters! Lectrofilter removes up to 
99.5% of airborne dust and pollen by actual test . . . provides all the advantages of the 
principle used in giant industrial dust collecting systems costing thousands of dollars! 

In 1960, you can meet every customer’s needs with 8 Coolerator Custom Lectrofilter 
models sized from 1 to 2!4 H.P.... plus 1 and 2 H.P. economy Super conventionals . . . four 
quiet Compacts® ... and a full 14 H.P. Portable. Every model is. top quality and includes 
automatic thermostat, new germ-killing filter and other deluxe features. 

Of course, you make full grosses for top net profits on every sale . . . because Coolerator 
lets you buy direct, gives you territory protection, and backs you up with a nation-wide 
system of field warehouses. 

Send the coupon below today for full details of the ’60 Coolerators and the exclusive 
Bonus Profit Plan! 
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1. QUALITY 3. DIRECT FROM 
PRODUCTS FACTORY 
PURCHASING 





. And the Big Profit Advantage is Still Coolerator’s 

eee a aa 2. EXCLUSIVE 
xclusive Bonus Profit Plan! FEATURES 4. PROTECTED 

THAT SELL TERRITORIES 


COOLER ATOR © aati coucnron , 
DIVISION coumaron HON, A: 


] 
| 
| 
| McGraw-Edison Company, Albion, Michigan 
| 
McGRAW-EDISON COMPANY e ALBION, MICHIGAN 
| 
| 
| 
| 
| 
| 
| 








Please send complete information on your 1960 Coolerator Room Air Conditioners 
and Bonus Profit Plan. 





In Canada: 574 Fourth Line, Oakville, Ontario DEALER NAME 





Finest in COMPANY 


Home Comfort Appliances 


@ « 


PRODUCTS OF BBE RAN 


STREET 








Lil Pal, Inc. of Houston, Texas, found that a rental depart- 
ment makes money and helps sell new units, so he says... 


Why Not 
RENT 
Tape Recorders? 


Rentals are doing two things for 
Li’] Pal, Inc., Houston, according to 
J. G. Bradburn Sr., founder of 
the pioneer phonograph-recording- 
sound store. First, they are making 
an excellent net profit. Second, they 
are helping to sell new units- 

For an example of how rentals 
make money and at the same time 
open the way for sales, consider 
the case of the eminent physician 
from Boston. He came to Houston 
for a two-day lecture series, and 
the doctor who had charge of ar- 
rangements thought it would be a 
good thing to have them recorded. 

The local doctor had bought a 
hi-fi phonograph from Li’l Pal, Inc., 
and had become acquainted with 
the management and its various 
services. So he called Mr. Bradburn. 
The outcome was that the store 
leased a recorder and a public ad- 
dress system at a combined rate of 
$15 a day. 

The visiting lecturer was im- 
pressed and so was the local phy- 
sician. In fact, the local man liked 
the idea so well that he decided he 
needed the recorder permanently. 
He bought a new one—an exact 
duplicate of the rental unit—for 
$240. Half the rental fee applied to 
the purchase, in accordance with 
the company’s rental-sale plan. 

Mr. Bradburn finds that in order 
to make a consistent profit from 
rentals, this phase of the business 
should be operated as a profit-mak- 
ing adjunct rather than as a neces- 
sary evil of the phonograph, re- 
cording and hi-fi business. 

The company rents an average of 
five units a day—actual rentals run- 
ning from one and two to as many. 
as 15 a day. 

“Profit leaks arise,” Mr. Brad- 
burn points out, “when the dealer 
fails to set up a definite rental 
schedule and follow it under all 
circumstances, and becomes lax in 
collecting his rentals and getting 
the rental units. back to the store 
promptly.” 


Typical rental charges at Li’l Pal, 
Inc., are: Automatic phonographs, 
$3.50 to $10 per week (depending 
on model) and up to $15 per month. 
Manual phonographs, $1.50 to $4 
per week and to $8 per month. Tape 
recorders $5 per day, $12.50 per 
week or $20 per month. Public ad- 
dress systems, $10 per day. 

If a rental customer decides to 
purchase an instrument, he may 
have a new one and the company 
will apply half the rental fee. 


The rental customer signs a printed 
rental agreement, in which he as- 
sumes_ responsibility for damage 
and agrees to use the unit only at 
the address designated in the agree- 
ment. He further promises to re- 
turn the instrument to the store at 
the expiration of the rental period 
or make arrangements for an ex- 
tension before the rental period ex- 
pires. 


Customers pick up the instruments 
at the store and agree to return 







by 


them promptly. If a customer, how- 
ever, should want them delivered, 
the company will do so, but the 
charge is $3.50, the same as a min- 
imum service call. If it is necessary 
for the company to pick up the 
rented unit at the expiration of the 
rental period, the custcmer also 
must pay an additional $3.50. 

“We seldom have to pick up a 
rental instrument which the cus- 


. tomer has agreed to return,” Mr. 


Bradburn declares. “That is main- 
ly because we require every rental 


Li'l Pal, Inc. 


Houston 2, Texas 


PHONE 
CApitol 2-9259 


2514 SAN JACINTO ST. 
AT McGOWEN 


SSS 





RENTAL AGREEMENT 
(This is not a Conditional Sale) 


Li'l Pal, Inc. hereby rents the following articles as described at the rate designated, 
and under the conditions set forth herewith, to the UNDERSIGNED, who agrees to 
assume full responsibility and to safely return same in good condition as received at 
the expiration of the period rented. Or if renting is continued will continuously keep 
the rent paid in advance. The undersigned also agrees that articles rented will be 
used only at the address designated below and will not be removed therefrom without 
notice and permission of a representative of Li'l Pal, Inc. Undersigned further agrees 
to return the articles rented immediately on demand of a representative of Li’l Pal, Inc. 
Rent accrues from the date received and continues. until returned. Any alterations or 
repairs in maintenance of articles rented shall be done only by Li'l Pal, Inc. All articles 
rented must be picked up and returned during the regular business hours of the. store. 
Delivery charges are extra. 























Statement 
ee , sascassacbelliep wise amie patigiiddapenisiline tao, 
Address a a rea a alls scumediaee 
Private home ( ) Apartment ( ) Owner ( ) Renter ( ) 
Phone_____ ae Oe ine 
Reference 
I eo ST eA: | Aeeesne ems woe e Nia 
Identification 
Verification__ SAO PA re en MEM ee Na Son ya oe ee 
( ) PA System 
( ) Recorder 
Article ( ) Phono 
OO" SRR ee ee AES ae Oe eee x. 


Cash deposit in addition to rent (unused portion to be refunded) $= EE 


Rental 


from___ Se. ; | oo ey aS 


PAYABLE IN ADVANCE 
I hereby certify that the above 
information is true and correct. 


Signed__ 


NOTICE: All rents PAYABLE IN ADVANCE at 2514 San Jacinto St., or may be 
sent by U. S. Mail. For further information Phone CApitol 2-9259, “ask for 
RENTAL DEPARTMENT.” 






customer to sign the lease agree- 
ment, and because we are some- 
what discriminating about the cus- 
tomers to whom we rent.” 

Although the rental agreement 
specifies that a deposit is to be made 
on each unit rented, the company 
uses this feature only in cases where 
the rental customer is not known 
to the company and his credit can- 
not be checked out. 


When a customer applies for a rent- 
al unit and he is not known to the 
company through previous business 
transactions, someone in the office 
runs a check om his credit while 
Mr. Bradburn or a salesman ex- 
plains the operation of the instru- 
ment. If the check on credit is fav- 
orable, the customer is not required 
to leave a deposit. If it is not, the 
deposit is large enough to protect 
the company in case the instrument 
is not brought back. 


All rents are payable in advance. 
If the customer puts up a deposit, 
the amount.of the rental is deducted 
when he returns the instrument and 
his deposit is. refunded, less the 
rental. 

The company not only keeps a 
file of all rental agreements but 
also a rental card fike, which re- 
eords in condensed form every 
rental unit available and its status. 
If it is om rental, the card shows 
the name and address of the cus- 
tomer; if it is in stock, the card 
shows that it: is available: 

The company keeps all units in 
the rental department until they 
have more than paid for themselves. 
Then if they begin to show s#gns 
of wear, the service department 
goes over them and they are sold 
as used units. 

“We make a point of having all 
rentals in excellent order,” Mr. 
Bradburn stresses, “because the 
performance of a rental unit often 
gives the customer the first impres- 
sion of the company.” 

The company advertises its rent- 
al service modestly, but most of the 
rental volume comes from customers 
who have bought instruments from 
the store and have been told of the 
rental service. Cards on the sales 
floor feature the rental service. 

The company cuts discs from 
tape, and makes tapes from discs, 
and this has helped the rental of 
recorders, Mr. Bradburn says. Cus- 
tomers rent recorders and make 
tapes; then have the company re- 
cord the tapes.on discs for them. 
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Put your finger on EXTRA PROFITS with 
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TOUCH COMMAND HOME .LAUNDkK + 
Washer Model LWO90, Dryer Model LCO90 
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Laundry Hotpoint Pushbutton Home Laundry 
er Model LB050 Washer Model LW030, Dryer Model LB930. 
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HOME LAUNDRY SELLING 
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Just touch a button and get set to sell 1960’s most ex- 
citing new washer feature— Hotpoint Touch Com- 
MAND! Touch one button and show your customers 
how Hotpoint automatically gives them the proper 
wash and spin speeds, the proper wash and rinse 
temperatures for any washable! It’s easy to operate, 
easy to sell for extra big profits! 





NEW DUAL-DISPENSER FOR 
BLEACH AND RINSE ADDITIVES 
HELPS YOU CLOSE MORE SALES! 


Automatically adds bleach 
after detergent is activated; 
adds conditioner to the final 
rinse for softer, easier-to-iron 
clothes and cling free nylons! 














TOUCH COMMAND WASHER FEATURES: 

@ 3-cycle lighted dial for light, 
regular, heavy soil 

© Measured detergent dispenser 


© 5-year written parts replacement 
warranty on entire transmission 


@ Full-time underwater lint filter 
@ New water-saving fill contro! 


@ All-porcelain finish inside and 
out protects against rust 


© Big 10-pound tub capacity 





HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 


ELECTRIC RANGES REFRIGERATORS 
DISHWASHERS + DISPOSALLS®* 








... IF YOU'RE NOT A HOTPOINT DEALER YOU SHOULD BE! 


AUTOMATIC 


WASHERS 
WATER HEATERS * FOOD FREEZERS * AIR CONDITIONERS 










Sell your prospects truly automatic drying at the 
touch of a button! Your new Hotpoint Toucw Com- 
MAND Condenser Dryer gives them proper drying 
conditions for any washable — at the mere touch of a 
button. New Time Command Dial makes it simple to 
select the proper drying time for any fabric. Three 
cycles dry their wash with individual care! 





100% VENT-FREE! YOUR 
CUSTOMERS CAN SAVE $15 
TO $30 ON OUTSIDE VENTING! 


No dusty air is drawn:in.— no 
damp lint-filled air is blown 
out into the laundry. Moisture 
and lint are automatically 
pumped down the drain. 




















TOUCH COMMAND DRYER FEATURES: 


© Fabric Minder Cycle “senses” 
when regular fabrics are dry, 
shuts off automatically 


© Select-0-Time Cycle dries special 
items; “dusts” draperies, too. 


® Seaied Calrod® heating units 


© Wash-and-Wear Cycle dries wash © Air freshener adds pine scent 
almost ‘‘wrinkle-free” ® Porcelain top, drum, interior 
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A Division of General Electric Company + Chicago 44, I/linois 


CLOTHES DRYERS CUSTOMLINE 
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“HEY!” 
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“Isn’t this refrigerator bigger than 
the one I looked at in the store?” 














“Well, that’s the way the ball bounces. . . 
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Amana combines 


most wanted features 


Dd. 





...IN THE NEW ...IN THE NEW 


5 


FREE-0’-FROST FREE-0’-FROST 











FREEZER : FREEZER 
(FS-16) plus 
REFRIGERATOR 
; (FOF-128) 





x = 

x Featuring the EXCLUSIVE New Alan co mee Frost-Magnet 

sk *K 
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And to give Amana. dealers bigger Amana gives all America 


Amana sales, Bigger Abana profits... 


Alana PRE-SELLS 


A BIG AUDIENCE WITH 


BIG IMPACT, BIG 
CIRCULATION ADVERTIS!ING 





The Garry Moore Show. Every weekday morning on the 
CBS radio network.Garry’s a big hit with listeners from 
coast-to-coast... and a hard-hitting Amana salesman. 












AND...to catch the eyes of all America 


ELECTRICAL 


first from Abmana... 


NEW FREE-0-FROST 
FREEZER»REFRIGERATOR 


with fast, efficient contact freezing 


and no frost ever! 


After years of research and patent* development, Amana 
—and only Amana—brings you fast, efficient contact freez- 
ing designed to keep food fresher, safer, longer...designed 
to keep frost out. 

The new Amana Free-O’-Frost Freezer-plus-Refriger- 
ator, with its exclusive new Frost-Magnet, gives you bet- 
ter performance, more convenience, and greater efficiency. 

In the freezer, all food is on or below a fast freezing sur- 
face —this contact freezing is up to 21% times faster than 
ordinary freezing methods. Yet despite this fast freezing 
—no frost ever forms in the freezer. Because Amana’s ex- 
clusive new Frost-Magnet attracts frost, pulls it out of the 
freezer. You need never empty your freezer, or bother with 
messy defrosting. Packages don’t stick together. Food 





package labels are always readable, not frosted over. 

Only Amana gives you this better performance — which 
assures you of no loss of food flavor or moisture—and no 
frost ever! 

And only Amana gives you this years ahead freezer plus 
a full family size refrigerator with all the latest features — 
glide-out shelves, automatic defrosting, thermostatically- 
controlled butter keeper, vegetable crisper, meat keeper 
—even a tall bottle compartment. 

Exclusive Stor-Mor doors on both freezer and refrigera- 
tor gives you lots of extra storage space. New magnetic 
door seal gives you e-a-s-y, no yank, no slam action. 

All this in 2 unit only 32 inches wide—yet takes no more 
space than an ordinary refrigerator alone. 


Why Amana outperforms all others. 





Amana is the only freezer that gives you fast, effi- 
cient contact freezing with no frost ever. Fast 
freezing coils are brazed directly to the solid alu- 
minum shelf. All food is on or below a prime freez- 
ing surface... freezes food up to 242 times faster 
than ordinary freezing methods... keeps food 
fresher, safer, longer. 


Only Amana gives you this super efficient. con- 
tact freezing, plus a gentle circulating air current 
that moves moisture laden air out of the food 
compartment to the exclusive Amana Frost- 
Magnet. This Frost-Magnet removes ail frost... 
eliminates the need for defrosting. 
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Anand gives you the biggest mass media ad program ever... BIG 
LIFE, BETTER HOMES & GARDENS, 
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BACKED BY A CENTURY-OLD TRADITION 
OF FINE CRAFTSMANSHIP 


A size for every family... 
smart styling, new convenience for every home 


Yes ...a just right size to fit your exact needs! and entire freezer door gives it the exciting new 
And because it is only 65, inches high, the Model styling you want. 

FOF-105 Amana Free-O’-Frost fits into a more com- MODEL FOF-105, total capacity 14.8 cubic feet with 
pact space ... gives you built-in beauty, without space for 168 pounds of frozen food. 


built-in cost! MODEL FOF-125, total capacity 16.4 cubic feet with 
Rich embossed gold inish on front exterior trim space for 168 pounds of frozen food. 


Free-O’-Frost feature now available in the famous Amana Stor-Mor Freezer! heciins Gelhameation, tac. 


Model FOF-105 © & Amana 16, lowa 


ee 1) i we. wo Le AMANA DEALER NOW! 


impact, BIG space ads in America’s biggest circulation magazines... 
*AN HOME, HOUSE BEAUTIFUL, CORONET, HOLIDAY, HOUSE & GARDEN 


SAMO LED AY juss barton pa semme Better Homes 
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THIS IS THE 





..._ BECAUSE 


Avan 


GIVES YOU 
BIG 


important features 


BIG 


new /ine 


BIG 


wide price range 


BIG 


broad market appeal = 


BIG 


Impact advertising 
SURE fo bring you 
B31G Amana sales 
B1G Amana profits 








BACKED BY A CENTURY-OLD TRADITION : . : 
you can be mister big in your 


community ... see your Amana 
Distributor now, or mail 


this coupon 
AMANA REFRIGERATION, INC., AMANA, IOWA 


OF FINE CRAFTSMANSHIP 
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YEAR FOR “Amana DEALERS 
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AMANA REFRIGERATION, INC., AMANA 16, IOWA 
Gentlemen, Please send me complete information and specifications on 


Amana Free-0’-Frost Deepfreeze Name 
Freezers Home Freezers 


Amana Free-0'-Frost Amana Room Air Condi- 

CJ Freezer-pius-Refrigerators tioners Company 
Amana Stor-Mor Central-System Air 
Freezers CJ Conditioning Address 


Dehumidifiers 
Freezers ® 


Sees 





N-O-W! WEEKLY SERVICE 
for Appliance Dealers, Suppliers 


Every Monday you will get— 
1. Spot Buying Intelligence 
2. Spot Marketing Intelligence 
3. Spot Merchandising & Selling Intelligence 


— Plus — 
New Product & New Sales Aids Information 
Industry News 
Merchandising Service 


— NOT Forgetting — 
HOW TO — 


V Advertise V Operate o Profitable Service Dept. 
png EF mam V Pick o Store Location 
T 
V P 


Handle Trade-ins V Take Advantage of Tax Lows 
Run a Promotion V Organize Your Records 


NEW SUBSCRIPTION ORDER 


Enter my subscription for 
ELECTRICAL MERCHANDISING WEEK for 3 years for $4 


(] Check here if you want 1 year at $2 
(C0 | attach payment (1 Please bill me 


POTTING ccnsterecssececessceenes 
[[] Business Address 
[.] Home Address 


COMPANY NAME 


Above rates for U. S. and U. S. Poss. Dirs., Dept. Stores, Utilities, Appliance 
Mfrs., Mfrs. Reprs., Furniture Stores, Contractors-Dirs., and Distr.-Whisrs. Only. 


CANADA: $6 for 1 year; $12 for 3 years. (Canadian or U. S. Funds). 


LATIN AMERICAN AND ALL OTHER COUNTRIES: $15 for 1 year. 
E-1/18/60 
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# you. 


[] Retail 
[_] Wholesale 
[-] Manufacture 


Appliances 
Radios 


TV 

Hi-Fi and components 
Records 

Lawn & Garden Supplies 
Furniture 

Floor Covering 


. « . join with the 40,000 other marketers in reading the late, verified news of the week in 


ELECTRICAL MERCHANDISING WEEK 
&-1/18/60 


No 
Postage Stamp 
Necessary 
if Mailed in the 


United States 
BUSINESS REPLY MAIL 
FIRST CLASS PERMIT NO. 64, NEW YORK, N. Y. 


Postage will be paid by 
McGRAW-HILL PUBLISHING CO., INC. 


Electrical 
Merchandising Week 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 
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The coming year should be the best on record 
for appliance dealers—even better than 1959 
which was itself a record year. Appliance sales, 
including radio and TV, should run over $9 
billion in 1960, compared with $8.5 billion in 
1959. 

Spurred by rising incomes and housing con- 
struction, sales of appliances, radios and TV 
rebounded from the 1957-1958 recession with 
an increase of 15% over 1958. 

The appliance business, which had moved 
along at a fabulous pace from 1946 to 1956, 
was among the first to be hit by the recession 
of late 1957. As a result, dollar volume dropped 
from $8.4 billion in 1956 to $7.4 billion in 1958. 


Rising consumer incomes will continue to be 
the spur to appliance sales in the year ahead. 
In 1960, consumers will have $358.2 billion in 
“after tax’ income. This means they will have 
$24 billion more to splurge. The steady im- 
provement in income (coupled with growing 


Next year the economy will reach the half-trillion mark... 


Billions of Dollars 
500 


@ °59 set a record after the plunge in 
1957-8 


@ Cevernment expenditures will be up 


about $4 billion 





1960... BOOM YEAR? 


By the McGRAW-HILL DEPARTMENT OF ECONOMICS 





percent 


@ Consumers will have $24 billion more 
in “after tax”’ income 


@ Business spending for new plants 
and equipment will rise over 10 


@ And settlement of last year’s pro- 


longed steel strike has removed just 


industry 


consumer optimism, as indicated by recent sur- 
veys) should boost sales of appliances in 1960. 

In the coming year total employment should 
rise by about 1 million workers. Average week- 
ly wages will be higher, too, because wage rates 
will continue an upward course. Furthermore, 
while the economy is making up for production 
lost during the steel strike, a large proportion 
of industrial workers’ pay checks will be swol- 
len. by overtime pay. Thus consumer income, 
after taxes, can be expected to rise by nearly 
7% over last year’s strike-affected level. 


A new peak in installment credit for financing 
purchases of durable goods is a foregone con- 
clusion for 1960. Higher incomes will allow 
consumers to take on more debt. $3 billion in 
consumer credit could be added with no charge 
in the current ratio of consumer debt to in- 
come. But it seems likely that closer to $6 bil- 
lion may be added. 

The 4-month-long steel strike cut into ap- 


Billions of Dollars 





Business 
investment 





about the last obstacle facing the 





pliance sales as well as into general business. 
Close to 1 million workers, both in steel and 
related industries were unemployed. And as 
stocks of steel dwindled, some appliance manu- 
facturers were unable to produce enough to 
satisfy demand. These postponed sales should 
contribute to sales in the coming year. 


In spite of an anticipated decline in housing, 
these expectations of record sales should ma- 
terialize in 1960. It is expected that private 
housing starts will drop from more than 1,350,- 
000 last year to less than 1.2 million units this 
year. A decline of this size will mean a drop 
of about 10% in expenditures in private home- 
building. 

This decline in residential construction is due 
mostly to tight money. But, even if the credit 
squeeze is moderated in the course of 1960, 
there may still be a decline in housing. Thus 
it will be a weak spot in the economy in 1960. 

The other weak area is farm income. Agricul- 


your customers will have more after tax income than ever before . . . 
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tural experts anticipate that in 1960, net farm 
income—after paying production expenses— 
will drop to $10.25 billion, compared with $11.2 
billion last year. 


The economy should..reach boom proportions 
this year despite these weak areas. Total out- 
put of goods and services should pass the half- 
trillion dollar mark early this year and is ex- 
pected to be $515 billion for the year as a 
whole. Remember, the steel strike delayed pro- 
duction last year. It pushed forward the dates 
when key industries, such as autos and capital 
goods could reach peak production. And the 
steel industry itself, now that the strike is set- 
tled, will account for a prolonged period of high 
activity. . 


Business spending for new plants and equip- 
ment will also make a key contribution to the 
boom level of business in 1960. The McGraw- 
Hill preliminary survey of business’ plans, taken 
in October 1959, showed that industry planned 
to spend 10% more in 1960 on expenditures for 
new facilities. 


Government spending is also expected to rise in 
1960. Total dollar spending by all levels of 
government—state, local and federal—will ex- 
ceed $100 billion for the first time in U. S. 
history. Expenditures are expected to rise to 
$102.5 billion from $98.5 billion in 1959. 

The fact that 1960 is an election year will 
also have significant bearing on the federal 
budget. Congressmen will be more inclined to 
increase public works and the president may be 
less effective in holding spending down. 

Thus the major sectors of the eeonomy—gov- 
ernment, business and the consumer—are head- 
ed toward boom levels. 


may be higher. Borrowers who are poor risks 
will be denied loans. But generally borrowers 
will be able to get loans if they are willing to 
pay higher interest rates. 

Inflation should not present a serious prob- 
lem in the year ahead. Even the steel settle- 
ment should not lead to inflation of any sub- 
stantial dimensions in 1960: there is already 
substantial competition to the steel industry 
from substitute products—aluminum, cement 
and plastics. 

In other cases, fabricators of consumer dura- 
bles will have to absorb any higher cost of 
materials because competition at the retail level 
is so keen. Obviously, a general parade of price 
increases is not going to take place. Neither 
tight money nor inflation will deter this year 
from being a boom year for appliance dealers 
as well as for the entire economy. The big 
gainers in this $9 billion sales year will be dish- 
washers, freezers, built-in ranges, food dis- 
posers, hi-fi units, transistor radios and color 
television. If consumer interest in color tele- 
vision picks up in 1960, overall television re- 
ceiver sales could be pushed above anticipated 
levels. 

For dealers it means that profit margins 
probably will improve with a bigger volume of 
business and smaller increase in cost. 

Profits had plummetec to a new low in 1958. 
Dealers’ profit margins which even during the 
postwar boom years had been diminishing 
registered a new low of 1.1% of sales in 1958, 
according to the Annual Costs of Doing Busi- 
ness Survey conducted by the National Ap- 
pliance Radio-TV Dealers Association. But the 
record volume of business slated for the com- 
ing year should improve this situation. 


To sum up the outlook for the year, consumers 
will have $24 billion more in after tax in- 











we GS ae Says the Industry, 


“IT WILL BE A BOOM YEAR” 


.. and sales of almost every product the appli- 
ance-radio-TV industry markets will rise— 
sometimes by as much as 20 or 30%. 


That’s the way the experts look at it. Every year 
EM Week rounds up forecasts by industry lead- 
ers and tabulates them in our widely quoted 
“Crystal Gazing” table. This year’s summary 
(below) is proof of how optimistically the in- 
dustry looks at prospects for the year ahead. 


Gains are expected on 18 of the 22 products cov- 
ered in the table. The three exceptions are con- 
ventional washers (where the loss is offset by 
an anticipated gain in automatics), automatic 
irons (where the loss will be compensated for 
by big gains in steam and travel irons), stand- 
ard mixers (where a gain in portables wili com- 
pensate for this loss), and coffeemakers (which 
are expected to be down slightly from the high 
levels they hit in 1959). 


Where do the forecasts come from? The major 
appliance forecasts for this year’s “Crystal Gaz- 
ing’’ were compiled by NEMA and AHLMA. The 
forecasts for the remaining products were tabu- 
lated by EM Week’s market analysis department 
on the basis of questionnaires mailed to manu- 
facturers late last year. Here, product by prod- 
uct, is what the experts think will happen: 


Crystal Gazing: WHAT’S AHEAD 




































i ; . , ; 1960 
There will still be problems. One of those is come, the government will be spending about 1959 1960 WILL BE 
tight money and for some businessmen it could $4 billion more and business expenditures for UNITS UNITS 9% 
be serious. Many businesses will be able to new plants and equipment will be up by more 
generate internal funds—from retained earn- than 10%. It all adds up to a half-trillion dollar Bed coverings 3,300,000 3,370,000 2.1 up 
ings and depreciation allowances. But lenders economy for 1960—a record level of prosperity Blenders 455,000 460,000 1.1 up 
will become more selective and interest rates for American business. Coffeemakers 4,750,000 4,620,000 2.7 down 
j Dehumidifiers 255,000 278,000 9.0 up 
“Dishwashers 525,000 575,000 9.5 up 
“Disposers 785,000 825,000 5.1 up 
+ Dryers, Clothes 1,425,000 1,505,000 5.6 up 
“Freezers 1,200,000 1,200,000 nochange 
Frypan-Skillets 3,390,000 4,450,000 31.2 up 
Irons, Automatic 1,550,000 1,400,000 9.7 down 
Irons, Steam 4,360,000 5,200,000 19.3 up 
Irons, Travel 420,000 520,000 23.8 up 
Mixers, Portable 2,250,000 2,600,000 15.5 up 
Mixers, Standard 925,000 840,000 9.2 down 


Polishers, Floor 1,090,000 1,177,000 8.0 up 
“Ranges, Built-in, Electric 750,000 800,000 6.7 up 
*Ranges, Standard, Electric 930,000 950,000 2.2 up 


“Refrigerators 3,750,000 3,800,000 1.3 up 
Vacuum Cleaners 3,425,000 3,600,000 5.1 up 
tWashers, Automatic 3,015,000 3,195,000 5.9 up 


t+Washers, Conventional 995,000 895,000 10.0 down 
*Water Heater, Electric 740,000 750,000 1.3. up 


* NEMA 7 AHLMA 








The Guesses Last Year 


1959 1959 THE GUESS 
ESTIMATE ACTUAL WAS 


UNITS UNITS % 
Dishwashers 443,000 525,000 15.6 low 
Disposers 661,000 785,000 15.8 low 
Dryers, Clothes 1,280,000 1,425,000 10:2 low 
Freezers 1,100,000 1,200,000 8.3 low 


Ranges, Standard, Electric 545,000 750,000 27.3 low 
Ranges, Built-in, Electric 830,000 930,000 10.8 low 
Refrigerators 3,270,000 3,750,000 12.8 low 
Washers, Automatic 2,760,000 3,015,000 8.5 low 
Washers, Conventional 800,000 995,000 19.6 low 
Water Heaters, Electric 836,000 740,000 12.9 high 





The tabulation above proves that 1959 really was a 
“surprisingly” good year for the industry. In most 
previous “Crystal Gazing” tabulations, predictions 
have been on the high side. But last year nine of 
the ten guesses were too low. It should be pointed 
out that all of last year’s projections were compiled 
on the basis of individual forecasts by manufac- 
turers. This year’s tabulation represents the first 
use of NEMA and AHLMA figures 
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HOME LAUNDRY: 

Dryers, Clothes, Total............. 318,500 . $70,449,400 492,000 $120,679,500 634,850 $162,781,000 736,700 $179,847,000 940,900 $215,630,500 
STE vdieo baee char esderewnes 250,980 53,378,400 354,000 82,039,500 473,900 116,105,500 568,500 134,342,200 697 ,700 153,040,500 
AP PT eee ree eee 67,520 17,071,000 138,000 38 640,000 160,950 46,675,500 168,200 45,504,800 243,200 62,590,000 

Pe eee eres ve 409,200 59,465,900 283,840 49,572,700 211,400 44,182,600 160,000 34,013,000 89,840 18,291,000 

Washing Machines, Total.......... 4,272,580 784,563,600 3,384,700 715,663,000 3,266,500 708,895,300 3,592,200 805,419,300 3,610,400 833,557,300 
Automatic & Semi-Auto.. 1,646,380 423,119,700 1,589,400 445,667,800 1,684,100 471,076,400 2,070,800 577,401,100 2,401,000 653,816,300 
Wringer & Spinner........... 2,626,200 361,443,900 1,795,300 269,995,200 1,582,400 237,818,900 1,521,400 228,018,200 1,209,400 179,741,000 

We res GCOMBINGTIONS 6c i lilece Ken, | wie suis bet: Pasewes erie, cence etes Pb maeiee see sinescneee! Pi bevertaass Ae tesecean ( seseupesss 0 wébadetces 

KITCHEN APPLIANCES: 

ESE ee ee ee 230,000 66,700,000 260,000 78,000,000 175,000 52,500,000 180,000 54,000,000 215,000 64,500,000 

Food Waste Disposers......... 320,000 43,200,000 352,000 47,520,000 260,000 33,800,000 325,000 42,250,000 410,000 47,150,000 { 

NT a Lis BS ich gad 26g ie BEd 890,000 289,250,000 1,050,000 378,000,000 1,140,000 421,800,000 1,090,000 436,000,000 990,000 391,425,000 } 

Kitchen Cabinets . 7“ 2,969,000 125,848,300 2,672,100 119,930,900 2,970,000 154,000,000 3,441,000 178,000,000 3,372,000 174,440,000 

Ranges, Electric, Total............. 1,830,000 424,623,000 1,400,000 350,000,000 1,060,000 270,300,000 1,250,000 318,750,000 1,350,000 353,900,000 
Electric, Free Standing .. 1,830,000 424,623,000 1,400,000 350,000,000 1,060,000 270,300,000 1,250,000 318,750,000 1,250,000 325,000,000 | 
RTE NAN son hv coke evecks | cc cuentas ede vealised IR Oveeneseee) |) SWAESSER ee TE SSAA U RN ORT ° Dew os eeee eb shot newekel, Che beusen ie 100,000 28,900,000 ! 

Ranges, Gas, Total............... SRE bs dwathesucs ZOO MOD - vewveceves Ro © re ere ae 4 er ee a (Xo gh | ee eae i 
Gas, Free Standing . SE... bic veesaes ENO. ventassaas pe er eee PB 8 a rere ee ee ee 

ic cic, , sete gecikebeddl Me wkimoahien:, - ¢caehmeees: Muanmameeaes (:iitutian dates’ ML aed cdetulhe uickalalve ea’ ED Ota : 

Refrigerators, Electric . 6,200,000 1,602,266,000 4,075,000 1,120,625,000 3,570,000 1,017,450,000 3,650,000 1,076,750,000 3,600,000 1,095,865,000 

Water Heaters, Electric............ 990,000 131,175,000 845,000 114,075,000 720,000 95,040,000 780,000 102,960,000 806,000 96,700,000 

Water Heaters, Gos...............- pa eee eee LOR ect heeds TOV buses 6 has MANOR FUE - ©S0 s0keaee po ae 

ELECTRIC HOUSEWARES: ‘ 

Bed Coverings ..........-sseeee- 800,000 31,600,000 776,000 32,980,000 830,000 35,275,000 948,000 35,976,000 1,104,000 37,812,000 ! 

RTI oa bi8. Cants os cere te was 225,000 8,437,500 290,000 11,455,000 395,000 16,392,500 310,000 12,384,500 296,000 11,825,000 

Can Openers (including comb. / 
eG eaadaags”**, Setaarnt | ceePeeeres miweripenes,, hore asad: Ei vecetesees ~ <taweaviis! I Mle sedeae |. oraesekeh OE Atco aetin / Smee hanes 

Cleaners, Vacuum, Floor... 3,529,400 280,305,000 2,729,100 234,893,600 2,841,800 260,081 500 2,777,700 263,121,700 2,658,000 254,459,900 

SE See Seine 8,100,000 54,000,000 7,500,000 52,125,000 6,700,000 48,575,000 7,625,000 52,993,700 6,900,000 47,955,000 

Coffee Makers, Automatic .. 900,000 25,155,000 1,695,000 43,646,250 1,950,000 48,652,500 3,685,000 73,515,800 3,269,000 65,053,000 

ING ovis goes on caeasise® | conden Rad —( OHERERORED BOP eMsORFOs ec tewencee BP <teesesesn . vheuecags EB vseteicaes acs eae ees 815,000 4,605,000 

Se 500,000 12,475,000 725,000 20,662,500 1,525,000 45,673,000 2,650,000 79,500,000 1,693,000 37 ,077 ,000 

TUE nciccvkcvssedcnss © Sediegedae, ecdCMeeed PSs Reade. ‘ct baeteces iE pine k sees | | seve es send) BP eadeevacne: ~. sas suicarmme 1,100,000 26,400,000 

Heating Pads . 1,725,000 11,988,750 1,450,000 10,077 ,500 1,500,000 10,425,000 1,875,000 12,281,200 1,672,000 10,450,000 

Re ee ee 1,160,000 9,454,000 940,000 8,695,000 905,000 8,597,500 695,000 5,907 ,500 946,000 7,180,000 

OS Serre Teorey Te Teer i Cy ee oer 7,348,600 103,119,900 6,025,000 96,508,800 7,400,000 117,886,000 6,536,000 95,869,000 
MINE eive bine oie Ghd ease he 5,235,000 67,793,300 4,950,000 60,637,500 2,795,000 36,195,300 2,720,000 32,640,000 2,215,000 22,748,000 
PMD otis higs shaw bck iae ba as | cee neice Lealecm mec pas 298,600 2,687,400 375,000 3,356,300 430,000 4,708,500 | 400,000 4,700,000 
TE ae eee ee 1,645,000 29,527,750 2,100,000 39,795,000 2,855,000 56,957,200 | 4,250,000 80,537,500 | 3,921,000 68,421,000 

a ee | Ae 1,845,000 69,752,750 1,600,000 68,000,000 1,830,000 69,122,250 | 1,885,000 67,534,200 2,865,000 94,142,000 
DED Shams va ce cwn nese Cee 1,700,000 67,150,000 1,475,000 65,687,500 1,375,000 60,500,000 | 1,270,000 55,880,000 | 1,591,000 70,000,000 
ES ina Nieves ee Re ee Ra ee 145,000 2,602,750 | 125,000 2,312,500 i 455,000 8,622,250 615,000 11,654,200 1,274,000 24,142,000 

Se EN as i dade ese ede hire 240,000 13,800,000 | 275,000 16,500,000 | 287,000 18,655,000 295,000 19,175,000 325,000 19,500,000 

NG, TAGS vcctor eiciawee§ wecdeaates seas eeeys Dots RR URRER oR ome | dint ne haa, aad eee Lk Pesos’. .: tReeeRT REE UVabtce Slane teehee ies 

Shavers SNe a eee ae 2,150,000 50,525,000 | 2,200,000 53,900,000 | 2,750,000 68,612,500 3,500,000 94,500,000 3,957,000 106,839,000 

area 4,525,000 80,142,700 | 3,725,000 75,763,700 2,975,000 59,727,700 | 3,170,000 57,721,500 3,457,000 59,889,000 
SE arinnde besa wks 00 HOS 3,795,000 76,127,700 3,350,000 73,532,500 | 2,650,000 58,167,500 2,825,000 56,358,800 3,105,000 58,840,000 
NS ind x vwk's sd na eee 730,000 4,015,000 i 375,000 2,231,200 325,000 1,560,250 345,000 1,362,700 | 352,000 1,049,000 

Waffle trons — Sand. Grills........ 2,535,000 42,968,250 | 1,875,000 33,656,300 1,456,000 29,848,000 1,370,000 29,455,000 | 928,000 17,354,000 

t ; 

HEATING & COOLING: 

Air Conditioners, Room 200,900 62,645,700 | 237,500 80,393,000 |} 380,400 129,703,500 1,044,700 349,514,000 1,353,200 439,790,000 

CD tee bi vnccs anes ads 45,000 6,300,000 i 55,240 7,678,400 | 87,450 12,505,300 | 90,550 12,224,000 80,000 10,800,000 

i pre's aka kae ts 3,220,000 79,420,800 |} 3,264,500 94,893,600 | 3,075,000 109,896,500 } 5,104,000 188,278,900 6,880,000 249,977 500 
Attic .. PCRS CERT Ee Cer T 95,000 12,302,500 90,000 12,325,500 95,000 14,250,000 135,000 18,562,500 125,000 16,375,000 

Desk & Bracket 2,450,000 42,262,500 2,225,000 43,387,500 1,625,500 36,031,500 3,035,000 74,357,700 3,924,000 93,195,000 
Hassock or Floor ........ 180,000 7,110,000 185,000 8,136,300 265,000 12,852,500 335,000 16,029,700 406,000 17,052,000 
Kitchen Vent. & Exhaust. . 495,000 17,745,800 444,500 14,404,300 585,000 19,012,500 754,000 26,390,000 825,000 30,937,500 
ee PEG, BO RANMINRY . 0's..5 — — wewae suena is emesis Beer ee ee es Eee re ae ree f twee ste ael| 6 ee SARE Gag eteee tac: peeing eels 
PTO, HAMMER J 'uci2 a calc osu eka EE | ake aeeeme i 320,000 16,640,000 505,000 27,750,000 845,000 52,939,000 1,425,000 79,643,000 
Portable Roll-Abouts BA, ONS eG Br) SS reieaeetae cee + athe teec Me PONE oan, IES REO EE ae SE re care et tated 175,000 12,775,000 

Heaters, Electric, Total. ; 1,115,000 15,364,700 930,000 12,393,000 1,202,000 31,203,000 1,400,000 33,905,300 | 1,432,000 37,452,500 
Fan-Forced & Fan Htr. Portable/ 1.115.000 15,364,700 605,000 9,468,000 690,000 12,075,000 940,000 17,390,000 850,000 16,787,500 
Non-Fan Forced Portable 4 . ; 7 325,000 2,925,000 270,000 2,430,000 195,000 1,940,300 257,000 6,040,000 
SE  voadickivaeeisecenes  <sebebaeeea OT TTT es ArT | ee, ee 242,000 16,698,000 265,000 14,575,000 325,000 14,625,000 

Oil Space Heaters 886,400 73,480,000 768,490 69,933,000 740,300 68 852,000 647 ,800 60,892,700 452,000 43,394,000 

CONSUMER ELECTRONICS: 

PD i UT PUG Co | a Sawa Sahin, © de RRS ee Ne Vakeae " thes Ue aes Cen eee sas steed ees ee Lehktesacks a i Ese 
Single Players eee esac tt etek Beas! ce kicase UD wee ba Si Seay Soars ad ke eee ere Pa, sek eae eo Se 2s wcaaeeb a 
eR ee PLE eC ere or eee ee 2 rere ecm Tyr Geen - -wtskeaens CS re res 
Record Player Attachments.......  ......- lg in ee ae eg alas rere SR erect pL eae eee | Rola ee a wile 

Radio (production), Total 9,849,300 433,647,600 8,084,290 276,634,000 7,692,000 261,377,100 8,185,700 268,803,900 6,276,000 188,787,400 
Home Radios 8,174,600 382,653,000 5,974,300 204,619,800 4,043,100 136,454,600 4,403,000 138,694,500 3,067,600 88,193,500 
Portable Radios 1,674,700 50,994,600 1,332,990 41,322,700 1,719,900 59,336,500 1,741,600 60,712,000 1,333,500 42,472,000 
Clock Radios ' Sad’ ye ieeeuan a 777 ,000 30,691,500 1,929,000 65,586,000 2,041,100 69,397 400 1,874,900 58,121,900 

Television, B & W, Total 7,463,800 2,235,408,000 5,384,800 1,572,362,000 6,096,300 1,719,156,600 7,215,800 2,020,424,000 7,346,700 1,689,741,000 
Tabie-Portable 2,941,560 2,275,902 2,837,500 See" e6a 8 hae oe CME |< Keaekeser'’s 
Console 3,820,060 2,774,860 3,038,900 3,755,340 Se eee ee 
Phono-Comb 702,180 Sn, “cakes akes 219,900 235,760 85,840 hae wda es 

eee: MMO. os cilcae cache: .|| Savona Ek \--b lee cae OL een va See. swe aa kA ES heehee eas Sau ae cee ee ee ae ee 100,000 28,900,000 

OTHER APPLIANCES 

Lawn Mowers, Power 1,080,000 100,000,000 1,241,000 121,000,000 1,155,000 110,000,000 1,275,000 144,542,000 1,750,000 157,500,000 

Water Softeners 205,000 ; : 207,000 at 215,000 a “oe 265,000 66,250,000 312,000 78,000,000 

Weter Systems 723,000 112,065,000 625,000 96,875,000 682,000 110,484,000 702,050 119,000,000 728,000 123,400,000 

LAMP BULBS & TUBES, TOTAL: 2,006,880,000 466,400,000 |2,012,132,000 518,100,000 {1,849,994,000 484,100,000 (2,201,159,000 613,500,000 /|2,244,068,000 641,700,000 
Fluorescent 88,439,000 95,500,000 86,652,000 102,600,000 | 77,629,000 93,000,000 84,665,000 121,000,000 86,168,000 131,000,000 
Large Incandescent 933,523,000 204,600,000 950,408,000 228,000,000 | 920,825,000 222,000,000 976,461,000 264,000,000 /|1,003,600,000 286,000,000 
Photo 229,230,000 37 400,000 295,848,000 51,000,000 | 341,820,000 58,200,000 485,670,000 83,200,000 454,000,000 73,500,000 
Miniature (incl. “L"’) 467,728,000 98,500,000 | 415,624,000 107,500,000 359,320,000 94,800,000 427,363,000 120,800,000 377,300,000 118,800,000 
Christmas Tree 287,960,000 30,400,000 263,600,000 29,000,000 150,400,000 16,100,000 227,000,000 24,500,000 323,000,000 32,400,000 




















Appliances, Radio and ‘TV 


1956 


1957 


Figures compiled from reports of associations (NEMA, AHLMA, VCMA, EIA, WCF, . 
etc.), manufacturers, Census of Manufactures, and ELECTRICAL MERCHAN- 
DISING WEEK estimates. Exports included in all products except lamp bulb and 
tubes. Radio and Television represent production. Permission to reprint or use is 


granted provided credit is given ELECTRICAL MERCHANDISING WEEK. 


1958 


1959 





NUMBER 
SOLD 


RETAIL 
VALUE 


NUMBER 
SOLD 


RETAIL 
VALUE 


NUMBER 
SOLD 


RETAIL 
VALUE 


NUMBER 
SOLD 


RETAIL 
VALUE 


NUMBER 
SOLD 


RETAIL 
VALUE 





1,396,600 
1,027,600 
369,000 
87,100 
4,391,000 
3,123,000 


$309,050,000 
216,752,000; 
92,298,000 
18,352,000 
1,032,437,000 
845,407,000 
187,030,000 


1,522,600 
1,104,500 
418,100 
64,000 
4,542,000 
3,314,000 
1,228,000 
103,600 


$338,017,000 


1,294,000 
894,000 
400,000 

44,000 

3,791,000 

2,814,000 
977,000 
179,300 


$295,998, 

1 peppers 
102,000,000 
9,592,000 
939,355,000 
787,920,000 
151,435,000) 
91 443,000 


1,240,000 $280,495,000 
843,000 181,245,000 
397,000 99,250,000 

35,000 7,525,000 

3,770,000 938,350,000 

2,832,000 792,960,000 
938,000 145,390,000 
170,000 82,450,000 


1,425,000 
935,000 
490,000 

40,000 

4,010,000 

3,015,000 
995,000 
200,000 


320,585,000 
201,025,000 
119,560,000 
8,600,000 
1,000,415,000 
844,200,000 
156,215,000 
95,000,000 


HOME LAUNDRY: 

Dryers, Clothes, Total 
Electric 
Gas 

lroners 

Washing Machines, Total 
Automatic & Semi-Auto. 
Wringer & Spinner 

Washer-Dryer Combinations 





520,000 
1,100,000 
4,046,000 
1,600,000 
1,400,000 

200,000 
2,334,100 
2,234,800 

100,000 
4,200,000 

900,000 
2,748,200 


149,172,000 


400,000 
610,000 
975,000 
3,000,000 
1,585,000 
1,200,000 
385,000 
2,177,400 
2,012,100 
165,300 
3,700,000 
870,000 
2,762,100 


57,950,000 
380,200,000 
170,000,000 
412,645,000 
306,000,000 
106,645,000 
206,853,000 


1,202,500,000 
95,700,000 
149,430,000 


390,000 
550,000 
925,000 
2,490,000 
1,365,000 
940,000 
425,000 
1,968,600 
1,771,400 
197,200 
3,350,000 
800,000 
2,532,300 


104,250,000 

49,473,000 
346,875,000 
150,120,000 
361,675,000 
239,700,000 
121,995,000 
188,985,600 


1,072,000,000 
84,000,000 
139,662,000 


424,700 
616,500 
1,100,900 
2,000,000 
1,354,500 
810,100 
544,400 
1,896,400 
1,665,000 
231,400 
3,116,700 
823,500 
2,673,400 


116,792,000 

55,454,000 
385,315,000 
125,000,000 
360,095,000 
206,575,000 
153,520,000 
259,169,000 
213,120,000 

46,049,000 
997,344,000 

86,475,000 
240,570,000 


525,000 
785,000 
1,200,000 
1,350,000 
1,680,000 
930,000 
750,000 
2,085,100 
1,723,700 
361,400 
3,750,000 
740,000 
3,016,000 


136,500,000 
62,764,000 
406,800,000 
86,400,000 
460,800,000 
241,800,000 
219,000,000 
292,555,000 
220,635,000 
71,920,000 
1,260,000,000 
80,505,000 
271 440,000 


KITCHEN APPLIANCES: 
Dishwashers 
Food Waste Disposers 
Freezers 
Kitchen Cabinets, Steel 
Ranges, Electric, Total 
Electric, Free Standing 
Electric, Built-In 
Ranges, Gas, Total 
Gas, Free Standing 
Gas, Built-In 
Refrigerators, Electric 
Water Heaters, Electric 
Water Heaters, Gas 








4,750,000 
3,565,000 
3,250,000 
315,000 
995,000 


44,530,000 
14,415,000 


285,702,000 
50,040,000 
71,662,500 

4,040,400 
33,687,000 
50,540,000 
12,177,000 

7,362,500 

112,871,000 | 
25,575,000 

3,630,000 
83,666,000 

103,151,500 | 
71,464,000 
31,687,500 
20,250,000 


60,242,500 
59,312,500 

930,000 
18,905,000 


2,085,000 


3,721,900 
9,750,000 
5,100,000 

640,000 
1,450,000 
6,100,000 
2,215,000 

760,000 
8,505,000 
2,130,000 

475,000 
5,900,000 
4,245,000 
1,600,000 
2,645,000 


3,980,000 
3,675,000 
305,000 
980,000 


58,380,000 
16,776,000 


65,812,000 
98 685,000 
3,168,000 
22,475,000 
109,495,000 
13,179,000 | 
6,042,000 
119,074,500 
21,193,500 
3,776,000 | 
94,105,000 
119,332,000 


2,200,000 


3,190,000 
8,400,000 
4,365,000 

550,000 
1,100,000 
5,200,000 
2,055,000 

660,000 
7,625,000 
1,650,000 

550,000 
5,425,000 
3,600,000 





70,400,000 
48,932,000 | 
23,862,500 | 


70,541,000 | 
69,641,000 | 
900,000 | 
19,551,000 | 
i 


1,200,000 
2,400,000 
595,000 
245,000 
6,650,000 
4,000,000 
3,750,000 
250,000 
895,000 


57,200,000 
17,267 ,COO 


269,140,000 
54,600,000 
85,100,000 
2,887,000 
16,445,000 
98,500,000 
12,535,000 
5,247,000 
112,739,000 
16,417,000 
4,372,000 
91,950,000 
97,200,000 
52,800,000 
44,400,000 
29,720,000 | 

3,859,000 | 

132,667,000} 
71,874,500 
71,062,000 

812,500 
17,855,000 





2,475,000 
430,000 


300,000 


3,295,000 
7,800,000 
4,250,000 
595,000 
440,000 
3,750,000 
1,995,000 
610,000 
5,740,000 
1,225,000 
415,000 
4,100,000 
2,765,000 
770,000 
1,995,000 
725,000 
355,000 
6,400,000 
3,300,000 
3,100,000 
200,000 
775,000 


61,750,000 
15,888,000 | 


7,947,000 | 


291,937,000 
55,000,000 
80,535,000 

3,421,000 
7,018,000 
71,062,000 
12,468,000 
4,850,000 
89,084,000 
12,189,000 
3,300,000 
73,595,000 
67,322,000 
30,415,000 
36,907,000 | 
35,525,000 | 
5,591 ,000 | 

124,800,000 | 
59,395,000 | 
58,745,000} 

650,000 | 
15,460,000 | 





3,300,000 
455,000 


805,000 


3,425,000 
8,100,000 
4,750,000 
705,000 
345,000 
3,390,000 
2,560,000 
585,000 
6,330,000 
1,550,000 
420,000 
4,360,000 
3,175,000 
925,000 
2,250,000 
1,090,000 
545,000 
6,150,000 
3,744,000 
3,520,000 
224,000 
850,000 


75,735,000 
16,357,000 


19,367,000 


314,244,000 
57,000,000 
94,762,000 

3,772,000 
5,848,000 
60,850,000 
15,232,000 
4,651,000 
96,171,000 
15,422,000 
3,795,000 
76,954,000 
76,312,000 
34,687,000 
41,625,000 
43,546,000 
7,902,000 

110,393,000 
67 432,000 
66,704,000 

728,000 
16,958,000 


ELECTRIC HOUSEWARES: 
Bed Coverings 
Blenders 
Can Openers (including comb. 
can opener-knife sharpeners) 
Cleaners, Vacuum, Floor 
Clocks 
Coffee Makers, Automatic 
Corn Poppers 
Fryers, Deep Fat 
Frypan-Skillets 
Heating Pads 
Hotplates 
Irons, Total 
Automatic 
Travel 
Steam 
Mixers, Food, Total 
Standard 
Portable 
Polishers, Floor 
Sharpeners, Knife 
Shavers 
Toasters, Total 
Automatic 
Non-Automatic 
Waffle trons — Sand. Grills 





1,275,500 
96,000 
5,585,000 
140,000 
2,525,000 
250,000 


1,645,000 
165,000 
1,680,000 
880,000 
270,000 
530,000 
378,900 


382,650,000 





12,192,000 
203,392,000 | 
17,500,000 | 
50,373,000 | 
10,464,000 | 
30,100,000 | 
82,168,000 | 
12,787,000 | 
50,113,500 | 
17,160,000 |} 
6,480,000 | 
26,473,500 | 


1,828,000 
275,000 
6,865,000 
110,000 
2,400,000 
135,000 
1,395,000 


2,525,000 
300,000 
1,903,000 
976,000 
320,000 
607,000 
376,900 


534,800,000 | 
34,375,000 | 
259,124,000. 
13,750,000 | 
47,850,000 
6,682,000 
51,615,000 


19,290,000 | 
56,425,000 | 
19,032,000 
7,680,000 
29,713,000 | 
36,933,000 


1,586,000 
225,000 
5,303,000 
98,000 
725,000 
105,000 


700,000 
330,000 
,855,000 
925,000 
295,000 
635,000 
331,600 





491,660,000 } 
26,100,000 | 
191,097,000 
12,735,000} 
34,415,000 | 
5,197,000 | 
49,765,000 I 
71,825,000 | 
17,160,000 } 
54,224,000 | 
20,305,000 | 
6,932,000 | 
26,987,000 | 
33,823,000} 


4 
| 
| 
} 


466,767,000 | 
22,050,000 | 
162,447,000 
11,500,000} 
25,715,000 | 
4,208,000 } 
20,870,000 | 
23,130,000 | 
59,139,000 | 
17,885,000 | 
57,710,000 | 
22,500,000 } 
6,400,000 } 
28,810,000 | 
26,873,000 


1,673,000 
210,000 
4,445,000 
92,000 
1,390,000 
85,000 
650,000 
450,000 
1,413,000 
365,000 
1,965,000 
1,025,000 
270,000 
670,000 
244,300 


1,800,000 
255,000 
4,340,000 
105,000 
1,180,000 
130,000 
940,000 
625,000 
1,150,000 
210,000 
2,180,000 
1,125,000 
230,000 
825,000 
305,000 


484,200,000 
27,285,000 
155,037,000 
11,550,000 
23,541,000 
5,193,000 
28,153,000 
31,218,000 
45,942,000 
9,440,000 
67,375,000 
25,312,000 
4,525,000 
37,538,000 
35,230,000 


HEATING & COOLING: 
Air Conditioners, Room 
Dehumidifiers 
Fans, Total 
Attic 
Desk & Bracket 
Hassock or Floor 
Kitchen Vent, & Exhaust 
Range Hood, Self-Contained 
Window Ventilating, Incl. Box Type 
Portable Roll-Abouts 
Heaters, Electric, Total 
Fan-Forced & Fan-Htr. Portable 
Non-Fan Forced Portable 
Wall & Baseboard Types 
Oil Space Heaters 





3,006,000 
2,234,000 
393,000 
379,000 
7,269,200 
2,998,000 
2,027,500 
2,243,700 
7,757,000 
4,440,000 
3,200,000 
117,000 
360,000 


154,125,000 
13,300,000 } 
233,226,600 | 


26,192,000 | 


70,861,000 
76,173,600 


745,212,000 | 


54,000,000 


4,101,000 
3,338,000 
451,000 
312,000 
8,461,000 
3,037,000 
3,113,000 
2,311,000 
7,387,000 
4,754,000 
2,557,000 
76,000 
400,000 


240,336,000 | 


10,920,000 


275,906,000 | 


75,925,000 
121,407,000 
78,574,000 
1,403,530,000 


60,000,000 


4,872,000 
3,718,000 
941,000 
213,000 
9,009 ,000 
3,228,000 
3,265,000 
2,516,000 
6,399,000 
3,846,000 
2,433,000 
120,000 
500,000 


334,620,000 | 


8,520,000 
303,374,000 | 
80,700,000 } 
137,130,000 } 
85,544,000 | 
,215,800,000 | 


100,000,000 


4,095,500 
3,212,000 
760,000 
123,500 
8,032,000 
2,621,000 
3,373,000 
2,038,000 
4,920,000 
2,717,000 
2,068,000 
135,000 
400,000 


574,939,000 

319,144,000 

250,856,000 | 
4,939,000 | 


151,785,000 
69,292,000 
1,008 ,600,000 
461,890,000 
489,335,000 
57,375,000 
70,000,000 


286,602,000! 
65,525,000} 


4,275,000 
3,355,000 
845,000 
75,000 
10,245,000 
3,195,000 
4,200,000 
2,850,000 
6,270,000 
3,600,000 
2,500,000 
170,000 
500,000 


527,000,000 
291,625,000 
232,375,000 
3,000,000 
325,388,000 
71,888,000 
168,000,000 
85,500,000 
335,510,000 
630,000,000 
631,560,000 
73,950,000 
80,000,000 


CONSUMER ELECTRONICS: 
Phonographs & Record Players, Total 
Single Players 
Phono-Radio Combinations 
Record Player Attachments 
Radio (production), Total 
Home Radios 
Portable Radios 
Clock Radios 
Television, B&W, Total (production) 
Table — Portable 
Console 
Phono-Comb. 
Recorders, Magnetic 





2,750,000 
403,000 
788,000 


236,500,000 | 
93,496,000 | 
130,000,000 | 


3,200,000 
475,000 
775,000 


252,800,000 


122,075,000 | 


120,125,000 


3,300,000 
507,500 
750,000 


— Be 


278,850,000 
128,397,500 |} 
112,500,000 | 


291,694,000 
112,500,000 
111,600,000 


3,452,000 
500,000 
720,000 





2,479,000,000 
95,000,000 
1,009,000,000 
525,000,000 
500,000,000 
350,000,000 


723,500,000 


300,000,000 


| 2,660,310,000 
145,000,000 | 


108,579,000 


| 1,100,965,000 

79,000,000 | 
165,000,000 | 
34,500,000 


607,766,000 
463,000,000 
386,000 000 


812,000,000 
175,000,000 


325,000,000 | 


92,000,000 


178,000,000 } 


42,000,000 


| 2,683,422,000 
109,056,000 
1,091 ,800,000 
596,566,000 
471,000,000 


415,000,000 


870,000,000 
180,000,000 } 
355,000,000 } 

98,000,000 | 
187,000,000 } 


EQN ONO 


y 


2,597,173,000 
109,341 ,00C 

1,090,776,000 
568,129 


403,927 


871,000,000 


— 


2,850,000,000 


125,000,000 


OTHER APPLIANCES 
Lawn Mowers, Power 
Water Softeners 

Water Systems 


LAMP BULBS & TUBES, TOTAL 


cent 


Fivores 


Incandescent 





Replacements and 
© Trade-ins as a 


Percent of Total Sales 


1959 


Trade- 
ins 


Replace- 


$ 


ELECTRICAL 


1956 


Trade- 
ins 


Replace- 
ments 


1955 


Trade- 
ins 


Replace- 
ments 


MERCHANDISING 


WEEK 


1954 


Trade- 
ins 


Replace- 
ments 





* REFRIGERATORS 
FREEZERS 

ROOM AIR CONDITIONERS 
RANGES 

WATER HEATERS 
WASHERS 

CLOTHES DRYERS 
VACUUM CLEANERS 
DISHWASHERS 

DISPOSERS 


TELEVISION 


45.3 
73 
4.3 

42.2 

10.9 

47.] 
8.2 

19.1 
2.5 
9.4 


78.5 
13.5 
13.9 
64.7 
99.0 
69.8 
22.2 
67.3 
12.9 
18.0 
70.3 








46.8 
9.5 
13 

42.6 

10.5 

90.4 
7.0 

15.7 
3.0 


79.2 
15.4 

5.9 
62.2 
44,7 
74,1 
13.6 
62.3 
17.9 


99.4 





54.2 
7.1 
18 

42.7 

12.2 

94.8 
6.0 

31.9 
2.8 


774 
14.1 

3.9 
99.7 
43.6 
16.8 
12.5 
99.7 

74 


92.2 





45.3 
6.7 
0.9 

35.1 
75 

47.7 
44 

27.7 
2.5 


24.5 


72.1 
12.6 
2.4 
63.6 
Sid 
713 
8.3 
64.1 
9.9 


38.8 





49.0 
9.9 
0.5 

40.8 

10.2 

49.0 
3.1 

23./ 
1.2 


22.7 


69.9 
9.0 
2.0 

93.3 

49.3 

67.0 

12.9 

98.9 
9.0 


40.3 


This Six-Year Table is Evidence that... 


REPLACEMENT SALES 


Take a Bigger Share of the Market 


Replacement sales took a bigger share of the market this 
year than last for all appliances except freezers and washers, 
our annual survey indicates. But trade-in volume, while gen- 
erally climbing a bit, continued to represent a minor share 
of both the total and replacement markets. And the trade-in 
lactor actually slipped on 3 appliance items: washers, freez- 
ers and refrigerators. These are the findings of EM Week’s 

th Annual Replacement and Trade-In Survey. 


Refrigerators again ranked first in the replace- slightly down from last year, scored the highest 


O yverall refrigerator percentage of trade-ins. 


irveyed deale1 the first 8 The average dealer sold 45 washers during 
78.5 percent represented the first 8 months of the year. Typically, cus- 
But deale1 took in tomers bought 31 of them to replace the units 

ercent of total refrig- they already owned. Yet on the average only 

f sales trade- 21 of these replacement sales involved trade- 


i hefty 7.6 percent ins of usei laundry equipment 
j | 


e the replacement What happened to washers which dealers did 
accept as trade-ins? This year dealers junked 
outright a higher proportion of them 

More surveyed dealers handled washers than pe.cent—than they did last year. But 


vashers t 47.7 percent 


percent of the washers did get resale ‘ 


43.3 
16.5 


‘as-is.” 


Freezer trade-ins netted the highest “as-is” 
resale results— at 41.5 percent. And 32.9 per- 
cent of freezer trade-ins were rebuilt and re- 
sold. But only 7.3 percent of freezer sales drew 
trade-ins. 


The disposer falls at the other end of the 
scorecard. This year 84.9 percent of disposer 
trade-ins headed for the scrap pile. Dealers re- 
ported that only 1.2 percent of disposer trade- 
ins won “as-is” resale. 


Television trade-ins fared considerably better. 
Surveyed dealers sold 16.1 percent of these 
sets “as-is,” while a respectable 44.3 percent 
won resale after rebuilding. And the level of 
television trade-ins is relatively high—ranking 
in second place among items handled, at 46.3 
percent. Television also boasts the runner-up 
replacement ratio, which now stands at 70.3 
percent, up a solid 5.1 percent over last year. 
Video sets have shown the firmest push over 
the years towards replacement and trade-in 
sales growth. 


The electric dishwasher still holds the lead in 
percentage of sales to new owners—though 
slightly less markedly than before. Over 87 per- 
cent of dishwasher sales went to such buyeis this 
year. Although the replacement ratio on dish- 
washer sales climbed 3.3 percent over last year, 
the trade-in factor grew by just a hair—up 
0.3 to 2.5 percent. Dealers junked dishwashe1 
trade-ins over half the time—at a higher rate 
than last year. 
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TABLE 1 
What Dealers Sell 


Selling 
1959 1958 


REFRIGERATORS 83.8 85.9 

FREEZERS 73.1 75.4 

ROOM AIR CONDITIONERS 68.2 63.8 
RANGES, ELECTRIC 75.1 76.7 

WATER HEATERS, ELECTRIC 57.2 56.3 
WASHERS 84.7 88.6 


Percent Dealers 


1957 
86.5 
72.5 
746 


79,3. 


99.6 
91.0 
85.3 


TABLE 3 


NEW vs REPLACEMENT Sales, January-August 1959 


Number Dealers Reporting 


273 REFRIGERATORS 
238 FREEZERS 


212 ROOM AIR CONDITIONERS 
237 RANGES, ELECTRIC 
187 WATER HEATERS, ELECTRIC 


275 WASHERS 


250 CLOTHES DRYERS 
205 VACUUM CLEANERS 


170 DISHWASHERS 


Total 
Units 
Sold 
11,261 
3,424 
8,330 
4,533 
1,530 
12,359 
4,290 
3,645 
1,786 


NEW Sales 
(ta Homes 
Without) 


2,419 (21.5%) 
2,961 (86.5%) 
7,172 (86.1%) 
1,602 (35.3%) 

689 (45.0%) 
3,729 (30.2%) 
3,337 (77.8%) 
1,193 (32.7%) 
1,556 (87.1%) 


REPLACEMENT 
Sales (to Homes 
Replacing). 
8,842 (78.5%) 

463 (13.5%) 
1,158 (13.9%) 
2,931 (64.7%) 

841 (55.0%) 
8,630 (69.8%) 

953 (22.2%) 
2,452 (67.3%) 

230 (12.9%) 


245 (18.0%) 
9,285 (70.3%) 


DRYERS, ELECTRIC & GAS 788 81.1 
154 FOOD WASTE DISPOSERS 1,362 
VACUUM CLEANERS 67.9 71.5 70.4 243 TELEVISION 13,210 


DISHWASHERS 52.0 489 58.4 
40.0 — 
TELEVISION 74.3 77.7 82.0 


1,117 (82.0%) 
3,925 (29.7%) 


DISPOSERS 4/./ 








TABLE 4 


Trade-in Volume Trade-Ins Accepted versus Total Units Sold 


(January—August 1959) 
Number Units Number Trade- 


TABLE 2 Number Average 
Dealers Units 


Average . — poe Number Dealers Reporting Sold Ins Accepted —_Ins to Unit Sales 
Number Sold Figures 8 Mos. 238 Refrigerators 11,942 ei bye 
248 Freezers 3,556 , 

‘ peapbinceatasegd 235 Room Air Conditioners 8,915 380 43 
REFRIGERATORS 290 346 42 35 251 Ranges, Electric 4,559 1,925 42.2 
FREEZERS 253 304 14° 10 197 Water Heaters, Electric 1,676 182 10.9 


ROOM AIR CONDITIONERS 236 255 38 29 291 Washers 12,958 6,176 47.7 


: i a 233 Vacuum Cleaners 4192 802 19.1 
WATER HEATERS, ELECTRIC 198 227 9 9 1,910 48 25 


5 180 Dishwashers 
WASHERS 293 357 45 37 165 Food Waste Disposers 1,606 86 54 
DRYERS, ELECTRIC & GAS 270 327 18 15 246 13,828 6,397 46.3 
VACUUM CLEANERS 234* 288 18 18 
DISHWASHERS 180 197 11 8 
DISPOSERS 165 161 10 10 


TELEVISION 257 313 56 48 


"excludes one dealer who sold 1,020 cleaners. 


Per Cent Trade- 


Television 





TABLE 5 
What Dealers Did With Trade-ins 


— — Disposition of Trade-Ins 
Handling Trade-ins Rebuilt Resold On 
Trade-Ins Accepted Junked & Resold As-Is Hand 


New owners also accounted this year for ove Refrigerators 219 5,227 27.4% 34.2% 27.0% 11.4% 
4/5 of sales of freezers, room air conditioners 255 5,803 27.2 33.0 28.7 11.1 
and disposers. 224 5,868 28.1 soe 30.2 11.3 


But disposers showed the biggest boost over 2 : 
last year of any item in its replacement ratio, renee = a AD 38 307 7k 


which zoomed from under 12 percent up to 18 
percent. The ratio dipped somewhat for _ ae. 81 263 11.8 21.7 52.8 13.7 
freezers. It pushed up once again for room Room Air Conditioners 48 380 19.7 31.6 38.2 10.5 
air conditioners. Relatively new appliances 43 181 10.5 33.7 38.1 17.7 
naturally tend to increase their replacement 37 96 10.4 43.8 33.3 12.5 
ratio after their initial market becomes firmly Ranges, Electric 173 -1,915 36.9 277 24.6 10.8 
won and they take their places alongside of the 199 1,916 33.5 34.0 21.9 10.6 
market regulars. 180 2,188 31.4 24.7 31.8 12.1 
Water Heaters, Electric 57 182 77.5 6.0 8.8 Fa 
Sales of ranges showed a boost in percentage 45 144 597 153 19.4 56 
of trade-ins over last year. Trade-ins oc- 4 162 75.3 43 8.7 117 
curred in 42.2 percent of such sales. But es : ‘ 2 
dealers scrapped 36.9 percent of trade-in Washers 231 6,024 43.3 27.3 16.5 12.9 
ranges. Yet they were able to sell almost a 267 6,205 37.5 30.3 19.2 13.0 


quarter of the trade-ins ‘‘as-is.”’ 225 7,342 40.8 26.6 20.5 12.1 

Dryers, Electric & Gas 95 385 18.4 33.8 33.8 14.0 
Almost a fifth of vacuum cleaner sales showed 100 279 14.3 45.2 16.8 23.7 
trade-ins this year, and dealers scrapped these 85 383 18.0 32.6 31.1 18.3 
items at a slower rate than last year. Almost Vacuum Cleaners 114 784 51.0 24.8 16.8 74 
a quarter of them were rebuilt and resold, 129 666 59.5 16.0 14.3 10.2 
while 16.8 percent won resale “as-is.” 57 112 927 53.6 20.5 7? 13.7 

““As-is” resale of dryers took a healthy climb, = : 

too—more than doubling. its 1958 rate to 33.8 meeemces : 4 =: Hy: 143 7 


percent. 35 50 38.0 2.0 24.0 36.0 


But water heater trade-ins headed for scrap Disposers 25 86 84.9 ee 1.2 13.9 
at a much higher clip this year than last. And 14 35 88.5 2.9 9.7 2.9 
“as-is” resale for water heaters stood at a low Television 6,258 24.6 443 16.1 15.0 
level—8.8 percent. And this year 10.9 percent 5,796 20.6 52.9 12.9 13.6 
of water heater sales did involve trade-ins. 6,197 25.7 19.6 12.6 





Month by Month... 


Appliance by Appliance... 
Ups and Downs .. . That’s 


ELECTRICAL MERCHANDISING 


Ss 


HOW THE CALENDAR 
SPELLS SALES 


Sales of appliances, radio and TV tended to peak 
later in 1958 than in other years. 

Month-to-month percentages of seasonal sales _re- 
ports submitted to ELECTRICAL MERCHANDISING 
WEEK by 28 U.S. utilities indicate that many consum- 
ers postponed major purchases until recession jitters 
disappeared—and then splurged at a_ proportionally 
heavier rate on big-item buying in an end-of-year rush. 

Nonetheless, the broad outlines of seasonal doldrums 
and upswings generally held firm. 

As usual, refrigerator sales peaked in summer. June- 
through-August accounted for a hefty 30.4% of total 
sales. August ousted June as high month. Winter and 
spring refrigerator sales ebbed, but fall activity regis- 


tered gains. 


Freezers exhibited low sales in the depth of 1958's. 


recession winter, but showed normal summer strength. 


In a yuletide upswing, December claimed a whopping, 


10.59% of yearly freezer sales—a mere 1.71°° below 
peak July. 

\ir conditioners found their customary market peak 
in late spring and early summer. But the peak was less 
marked than it used to be, since early spring and fall 
sales made a stronger showing than usual. Over the 
years, there seems to be a slowly developing trend 
towards less severely seasonal selling of air conditioners. 

\s usual, little variation marked monthly sales of 


electric ranges. December ranked first, with 10.18%. 


Washing machines and water heaters also displayed 
relatively even sales patterns throughout 1958, with 
slight fall peaks. 

But three major appliances—clothes dryers, dish- 
washers and food waste disposers—showed major fall 
peaks. October-through-December transactions repre- 
sented big slices of 1958 sales: 38.40% for clothes 
dryers, 34.65% for dishwashers and 35.81% for food 
waste disposers. 

Bed coverings found theif buyers in the fall to an 
overwhelming degree: the final three months of the year 
saw 77.02% of total 1958 sales. 

Vacuum cleaners showed stronger December peaking 
in 1958 (14.06% ) than in 1957 (11.80% ). 

December peaking in radio and TV sales also showed 
a boost over the previous year. But radio sales continued 
to be more strongly seasonal than TV sales. September- 
through-December accounted for 51.33% of total radio 
sales, but only 42.85% of total TV sales. Video wins 
a more significant share of its market during the winter 
than radio does. 

Housewares once again hit their usual fall stride. 
Unsurprisingly, December was top sales month by far 
for coffeemakers, mixers, roasters and toasters—all 
favorites under the Christmas tree. But the percentage 
of each of these housewares bought in December was 
down from the 1957 level, while early-bird September 


buying was up. 


GROWTH APPLIANCES 


40 


20 


For eight years now ELECTRICAL 32— AIR CONDITIONERS — i6é— DRYERS | 


MERCHANDISING WEEK has an- 
alyzed monthly sales totals report- 
ed by utilities across the country. 
The result: the unique and exclusive 
charts on these pages. Nowhere 
else can you find such a complete 





and authoritative portrait of the 
industry's seasonai saies patterns. 
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e***e, 1958 Sales 


me, 1957 Sales 
1951 
PEAS i953 Average 


REPORTING UTILITIES . . . THE EAST United Illumi- 
nating Co., Jersey Central Power & Light Co., New 
Jersey Power & Light Co., Electric Association of Phila- 
dalphia, Pennsylvania Electric Co., West Penn Power 
Co. . . . THE MIDWEST Dayton Power & Light Cc., 
Commonwealth Edison Co., Kansas Gas & Electric Co., 
Kansas Power & Light Co., Nebraska-lowa Electrical 
Council .. . THE SOUTH Kentucky Utilities Co., Electric 
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Power Board of Chattanooga, Nashville Electric Service, 
Florida Power Corp., Florida Power & Light Co., Tampa 
Electric Co... . THE SOUTHWEST Dallas Power & Light 
Co., Gulf States Utilities Co., El Paso Electric Co., South- 
western Electric Power Co., New Orleans Public Service, 
Inc. . . . THE WEST Idaho Power Co., Pacific Gas & 
Electric Co., Pacific Power & Light Co., Washington 
Water Power Co. 
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MAJOR 
APPLIANCES 


Introduction. The year 1959 saw major appli- 
ance sales and dollar volume rebounding from 
the 1957 and 1958 recession years. Major elec- 
trical appliance sales for 1959 totaled 19,090,000 
units as compared to 17,222,400 units in 1958, 
or a gain of 10.8%. Major electrical appliance 
dollar volume at retail in 1959 amounted to 
$4,510,850,000, also up 10.8% over the $4,069,- 
749,000 registered in 1958. Prices remained fair- 
ly stable throughout the year and consumers 
apparently felt that the time was ripe to buy. 

Some individual appliances registered per- 
centage gains as high as from 20 to 40%, but 
all categories were up with the sole exception of 
electric water heaters, which showed a 10.1% 
loss during the year. 


Air Conditioners. The advent of successive heat 
spells during the 1959 selling season pushed 
room air conditioner sales to 1,800,000 units, 
compared to 1,673,000 in 1958, or a gain of 7.6%. 
These sales were accomplished despite a fairly 
heavy inventory carry-over from the previous 
year. Despite the activity in the market, some 
inevitable price cutting took place and dollar 
volume showed only a 3.7% increase over the 
previous year—from $466,767,000 in 1958 to 
$484,200,000 in 1959. One of the goads to room 
air conditioner sales, of course, was the im- 
pending government 10% excise tax, finally 
imposed in December of last year. Saturation 
of room air conditioners increased during the 
year to 12.8% of the country’s wired homes. 
According to our replacement survey, room 
air conditioner sales showed only a 15.9% fac- 
tor and 4.3% factor of trade-ins to sales. How- 
ever, this replacement factor has been showing 
a steady increase. Back in 1954, it was only 
2%, whereas today it approaches close to 14%. 
The survey also showed that 68.2% of the deal- 
ers were selling room air conditioners in ’59 and 
that, in the eight-month period surveyed, they 
accounted for an average of 38 units per dealer. 
In the air conditioner field, both dehumidi- 
fiers and humidifiers continued to gain sales- 
wise. Dehumidifiers went from 210,000 units in 


1958 to 255,000 units in 1959 


Refrigerators and Freezers. Refrigerator sales 
in 1959 amounted to 3,750,000 units, as com- 
pared to 3,116,700 units in 1958—a gain of 
20.3%. Dollar volume of the business at retail 
was up 26.3% for a total of $1,260,000,000. This 
was a heartening increase for an industry 
which had seen sales declining each year for the 
past three years to a point where it appeared 
that the business had stabilized to somewhere 
around the three-million-unit level annually. A 
good proportion of the refrigerators sold, of 
course, were refrigerator-freezer combinations 
But sales of individual freezers also showed a 
healthy gain in 1959. There were 1,200,000 sold 


for a 9% increase over the 1,100,900 units in 
1958. Freezer dollar volume was up 5.6% for a 
total of $406,800,000. 

The high instance of refrigerators sold in the 
replacement market remains fairly constant at 
78.5%, roughly the same figure maintained 
in the three previous years. Trade-ins, however, 
as a portion of total replacement sales dropped 
slightly to 35.3% from the previous year’s fig- 
ure of 52.9%. It is possible that more people are 
keeping their old refrigerators, disposing of them 
privately, or giving them away when replac- 
ing with a new model. The survey also showed 
that 80.3% of the dealers responding were sell- 
ing refrigerators. They averaged 42 sales per 
dealer in the first eight months of 1959. Of the 
trade-ins they accepted, the largest proportion 
(34.2%) were rebuilt and resold; 27% were re- 
sold “as is’ and about the same percentage 
junked. Saturation today on refrigerators stands 
at 98%. 

In the case of freezers, only 13.5% were re- 
placement sales and about one half of these 
replacements (7.3%) involved trade-ins. A rela- 
tively high percentage of dealers (73.1%) were 
selling freezers and averaging 14 unit sales 
each for the first eight months of the year. 
When dealers did take a trade-in on a freezer 
sale, 41.5% of them were sold “as is’; 32.9% 
were rebuilt and resold, and 15.5% were 
junked. 


Design advances. Top models of 1960 refriger- 
ators have coils removed from the back and 
transferred to the inner wall of outer shell, 
making possible flush-to-back-wall installation. 
Door hinges swing within their own arc, which 
makes flush-to-cabinet sides possible. 

Practically all top brand models feature no- 
frost, or frost-proof models. Introduced in the 
spring of 1958, this feature won consumer ac- 
ceptance from the start. Early producers, RCA- 
Whirlpool, G-E, Frigidaire and Westinghouse, 
all reported the need to increase production 
on these models in 1959. 

Another refrigerator advance is spun-glass 
insulation. Some makers blow it between the 
cabinet walls; others enclose it in cellophane. 
Hotpoint wraps it in saran plus layers of kraft 
paper. Result: a great saving in cu.-ft. storage 
capacity. 

Other features: center drawers that may be 
pulled out without opening either the refriger- 
ator or freezer section (Westinghouse); storage 
areas where meat can be kept fresh as long as 
144%, days (Philco Air Wrap, Frigidaire, RCA- 
Whirlpool, etc.). One manufacturer has _ re- 
introduced carbon filters (RCA Whirlpool). 


Washing Machines. Both automatic and con- 
ventional (wringer type) washing machines 
showed gains in 1959 over 1958. A total of 
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Sales and retail dollar volume in major comeback from 1957-8 
recession. Over 19-million units sold — a gain of 10.8% 
over °58. Dollar volume hits $4.5 billion, with prices stable. 


4,010,000 units was sold as compared to 3,770,- 
000 units in 1958, a 6.4% increase. Conventional 
washers reversed their declining trend for the 
first time in many years, going from 938,000 
units in 1958 to 995,000 in 1959. Automatics, ex- 
clusive of washer-dryer combinations, went 
from 2,832,000 units in 1958, to 3,015,000 in 
1959. Total dollar volume of washer business 
was also up about 6.5% from $938,350,000 in 
1958 to $1,000,415,000 in 1959. 

The new washer-dryer combinations also in- 
creased their share of the market. Figures given 
here are not included in those of the total busi- 
ness given above. Briefly, combos sold 200,000 
units in 1959 for a 17.6% gain over the 170,000 
units sold in 1958. Retail dollar volume of this 
business was $95,000,000 in 1959, up 15.2% from 
the $82,450,000 registered during the prior year. 

Our annual replacement survey shows that 
69.8% of all washers sold were replacements, 
compared to the 73% registered during the two 
previous years. Of total washers sold, 47.7% 
involved a trade-in. Of these trades, by far the 
largest percentage were junked (43.3%); 27.3% 
were rebuilt and resold; 16.5% resold “as is.” 
Dealers averaged 45 washer sales during the 
first eight months of 1959 and 84.7% of those 
surveyed said they were selling washing ma- 
chines. 


Design Trends. Built-in dispensers that auto- 
matically add bleach to the wash cycle at the 
right time are available in many leading makes. 
The. trend is also towards increasing the num- 
ber of wash cycles—all the way from the usual 
two-cycle models (one for normal wash, another 
for delicate fabrics) up to 11 

Some models feature pushbutton computer 
systems which provide an infinite variety of 
wash times, temperature, rinse, spin and capac- 
ity combinations; and the dryers keep pace with 
almost as many time and temperature selections. 

Pre-soak cycles, cold water injectors for the 
last few minutes of wash cycle to temper water 
temperatures down to the right degree for 
wash-n-wear fabrics, continue popular. Some 
manufacturers even provide more than one 
wash-n-wear cycle; and another has provided a 
no-spin for fabrics recommended for drip dry. 


Electric and Gas Dryers. Over all, clothes dryer 
business in 1959 showed a healthy 14.9% in- 
crease in units, gaining from 1,240,000 units in 
1958 to 1,425,000 in 1959. Dollar volume of the 
dryer business was also up comparably, going 
from $280,495,000 to $320,585,000 in 1959, or a 
14.3% increase. Gas clothes dryers, however, 
increased their ratio of sales gain last year. At 
one time, electric dryers out-sold gas at a ratio 
of about five to one: it is now less than two to 
one. Electric dryer sales last year were 935,000 
units—up 10.9% over 1958. But gas dryer sales 














were 490,000 units—up 23.4% over 1958. Dry- 
ers, being relatively new devices, obviously are 
still selling to home owners who are buying them 
for the first time. Only 22.2% were replace- 
ments of older models and only 8.2% of the 
dryers sold involved a trade-in. But ine dry- 
ers today are being sold by almost as many 
dealers as sell washers, refrigerators and TV. 
These dealers reported that they sold an aver- 
age of 18 dryers in the first eight months of 
1959 compared to 45 washing machines, so there 
is plenty of opportunity for dryer business in 
the future. 

A recent poll, conducted by the market re- 

search committee of the American Home Laun- 
dry Manufacturers Assn., revealed that: 
@ Combo purchasers are a loyal lot. More than 
three-quarters of them would buy combo in 
preference to an automatic and a separate dryer. 
@ Mechanical difficulties already have plagued 
many purchasers of equipment in 1958. But 
they were pretty satisfied with the repair service 
they received. 

AHLMA polled 12,000 purchasers of combos, 
automatics and dryers who returned warranty 
ecards to manufacturers during the first six 
months of 1958. The association got replies from 
about 30%, well distributed throughout the 
country. 

Tabulations of the returns were based on the 
percentages of the returned questionnaires. They 
were broken down, in the case of automatics 
and dryers, into separate categories for pur- 
chasers who paid more than the average price 
and less than the average price. 

Those who bought combination washer-dryers 
apparently were satisfied with the product, pre- 
ferring it to separate automatic and dryer units. 

But purchasers of automatics and dryers also 
were convinced, the survey indicated, that they, 
too, had made the right buy. Few took the op- 
portunity offered by the poll to shift from their 
present laundry equipment to combinations. 

The survey showed that the potential market 
for dryers is a big one. Most consumers who 
don’t have one said they intend to buy a dryer 
within the next five years. 

Naturally, the biggest dryer market was 
among those who now have automatic washers. 
Of those who bought automatics under the aver- 
age price, 60% said they didn’t have a dryer; 
48.6% of those who paid a higher than average 
price for their automatics said they had no dryer. 

Sixty-one percent of those who didn’t have a 
dryer said they wanted one-——and mostly within 
five years. From the replies, electric dryers were 
better than twice as popular than the gas models. 

The 39% minority that turned thumbs down 
on dryers gave a variety of reasons for their 
opinions, reasons which can tip off dealers to 
areas of customer resistance. The major ob- 
jections to dryers: the ladies like to hang their 
clothes outdoors; expense was another objec- 
tion. 

AHLMA’s poll should give manufacturers 
some sleepless nights about the auality of their 
products. Although the customers were queried 
within about six months of the time they bought 
, about a third to a half of them 


their appliances 
ilready had experienced mechanical trouble 





with their automatics or combinations. (Oddly 
enough, washers and dryers bought for less than 
the average price seemed to cause less trouble 
than the more expensive machines. See the 
table.) Roughly a quarter of the customers had 
trouble with dryers. 

Percentages ranged from 49.2% reporting 
breakdowns in their combos to 34.3% replying 
that they had difficulties with automatics sold 
for less than the average price. Most of the 
customers called servicemen to repair the ma- 
chines. About 85% declared that service was 
prompt and satisfactory. 

How much did they pay for their machines? 
The survey indicated few pricing surprises. 
Separate questions showed, too, that customers 
expect to pay about what actual prices are. 

Automatics cost between $200 and $400, the 
customers said: They paid between $125 and 
$275 for dryers and from $350 to $525 for 
combos. Approximately a third received trade-in 
allowances when buying combos or automatics. 
Far fewer traded in dryers. Trade-in allowances 
are higher for customers buying higher-priced 
appliances, but rarely get over $100. 

Who were the customers? The survey de- 
scribed a median family, typically American, 
with income in the $5,000-$9,999 bracket, hus- 
band and wife aged between 25 and 54 and a 
couple of kids. The family lives in a single- 
family house with gas service. The house is less 
than 10 years old. 


Ironing Machines. Despite the fact that ironing 
machines have been dropped by a number of 
home laundry manufacturers, they show a 
steady, if not dramatic, stability in sales. Some 
40,000 of them were sold last year for a 14.3% 
gain over 1958, a business worth at retail dollar 
volume about $8,600,000. The fact that the iron- 
er is not a completely automatic device and re- 
quires some small degree of skill on the part of 
the operator, together with the fact that wash- 
and-wear fabrics are becoming more popular, 
tends to hold down ironer business to some ex- 
tent. But the principal manufacturer (Ironrite) 
registered an 18% gain in 1959. 


Electric Ranges. Electric range sales hit an im- 
pressive 1,680,000 units in 1959—up 24.1% from 
the 1,354,500 total of ’58. Dollar volume at re- 
tail was $460,800,000, or 27.9% over the $360,- 
095,000 business done in ’58. Free-standing 
models accounted for 930,000 units (a 14.8% 
gain), but built-ins pushed up 37.8% to 750,000 
units. 

Our replacement survey showed that 64.7% 
of all electric range sales were replacements 
and that 42.2% of them involved a trade-in. Of 
the dealers surveyed, 75% were selling ranges 
and averaged 18 units for the first 8 months 
Of *52. 


Design Trends. Cleanability of ovens, surface 
units and backsplashers are heavily emphasized 


in all top-brand electrical ranges for 1960 
Frigidaire has extended its pull-out oven fea- 
ture down into the line. It can even be found 
in double oven models (both ovens pt it) 


and in one-of the top 30-in. model 





continues to feature its aluminum oven liners 

Top-of-range cleanability includes removable 
plug-out surface units in some lines; lift-out 
bowls in others, and aluminum disposable bowl 
liners in others. Backsplash cleanability is ac- 
complished by the use of removable knobs. 
Other surface-unit features include infinite con- 
trols; at least one automatic thermostatic con- 
trolled surface-unit on top models. 

The new insulation used in refrigerators is 
also being used in some range lines to provide 
better balanced oven heat..Other features include 
meat thermometers (some sound a buzzer when 
roast is done); picture windows; easier-to-read 
dials; rotisseries are generally available either 
as optional accessories, or, in some top models, 
are included as standard equipment. 

Giving the nod to frozen pies and TV dinners, 
Philco has included on one of its top models 
a small aluminum second oven which is remov- 
able for cleaning, and operates on 110 volts. 


Electric Water Heaters. Electric water heaters 
were the only major device to show a disap- 
pointing sales record in 1959. A total of 740,000 
units were sold, compared to the 823,500 in 
1959, or a decline of 10.1%. The retail dollar 
volume decline was not quite so great. Water 
heater sales amounted to $80,505,000, or 6.9% 
under the previous year. As might be expected, 
55% of electric water heater sales represented 
replacements of older units, but only 11% of 
1959 units sold involved a trade-in. About 
57% of the reporting dealers were selling elec- 
tric water heaters, but their eight-month aver- 
age sale only amounted to nine units per dealer, 
lower than any other device they were han- 
dling. Also, as might be expected, a whopping 
77.5% of water heaters taken in trade were 
promptly junked by the dealer. 


Dishwashers and Disposers. Electric dishwash- 
ers continued to increase in favor during 1959. 
A total of 525,000 units were sold—a 23.6% in- 
crease over the 424,700 units in 1958. Prices 
dropped slightly, due to the popularity of port- 
able units, but at retail, dishwashers racked up 
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CONSUMER 


ELECTRONICS 


Paced by TV, the home entertainment equip- 
ment market at retail hit $2.6 billion in 1959, 
up 8% from 1958’s $2.4 billion. 

For 1960, it looks like another 8% plus in re- 
tail dollars to about $2.8 billion. As Philco 
president James M. Skinner sums it: No boom 
—but a solid year. 

e@ TV was the hero, bouncing back to 5.8 million 
units at retail, up 14%. Dollar gross was up 18% 
to $1.235 billion, as remote control and fine fur- 
niture styling pushed the average ticket up 
again to about $213. 

e Consoles did about 40% of the business. 

e Remote control came into the 17-inch ‘“‘port- 
able’—which in 1959 became “movable” as 
carts became almost standard accessories. 

e@ Three-way combinations rose as industry 
watched Magnavox enjoy a carnival at $595. 

e For 1960, three-way combinations are expect- 
ed to double to about 300,000 pieces. 

e@ Square tube TV pictures in both 23- and 19- 
inch are expected to be the replacement wedge 
industry has waited for. The 19 may bring back 
highly styled table models as a full category of 
the mix. 

e@ Dollars will be up again; units should pass 6 
million at retail. 


Phonographs, still strangled by the confusion of 
nuts and bolts and “channels,” again did not 
get their magic sound gimmick through to the 
public. 
e Industry overestimated its goal, missed the 
anticipated 5 million units, came up only 5% in 
units to 4.3 million factory sales and slipped 
down 8% in dollars to $523 million at retail. 
Consoles moved at $200-$300—$100 under 
hope: 
e@ Inventories at year end were high. Dumps are 
expected for early 1960. 
e Industry is demoralized. People still don’t 
know—after 18 months of advertising and 
promotion—that stereo will play mono records; 
still ask “Is stereo better than hi-fi?” 
e Back to basics is theme for 1960 industry- 
wide stereo education campaign. 

Some makers will ease “three-channel” shout: 
others won't. 
e@ Product in 1960 will be one piece with op- 
tional—and very tiny—satellite speakers which 
can be left in or put back into the main cabinet. 
e@ Nobody predicts end of confusion or complete 
recovery for 1960 


Radio under increased pressure from Japan set 
14-year record high production of home sets. 
Unit retail sales were up 15° A million unit 
increase—to 9.2 million—occurred in transistor 
portables, which took 45% of domestic mix. 

e@ Profit was problem. Some makers had to 
slice it thin to compete with Japanese prices. 


Home entertainment retail hits $2.6 billion in 1959 — up 8%. 


e Dollars were down as key price brackets 
were one and two below last year. 
e Japan took 43% of combined domestic-import 
transistor portable business, selling 3 million 
units vs. 4 for U. S. brands; took 25% of com- 
bined home radio total. 
e FM had strongest year in 10. Over million FM 
receiving units sold as FM, AM-FM table models 
and tuners in hi-fi combinations. 
e For 1960, FM is white hope. Exvect FM-only 
table models in $39 range to help get dollars 
back into business. 
e Multiplexing—stereo radio broadcasting— 
may help too. Industry must wait for FCC to 
set standard—probably this year. Must wait too 
for people to understand stereo before market 
for both FM and AM benefits. 
e Expect home radio to add another million 
units in 1960—still under Japanese gun. 

The following pages devote more detail to 
the market picture in TV, radio, stereo indus- 
tries. 


Other areas of home entertainment market 
which did well in 1959 and have good hopes for 
1960 are these: 

e Records. Retail dollars were up 9% to $425 
million, according to Billboard estimates. Stereo 
got 22% of the LP album mix. Stereo business 
was all plus business since mono LP album 
business in stores was up 7% by itself. 

Single records—long time bread and butter— 

may get a new lease on life. Columbia has a 
new 7-inch 33% single on market for under 
$1. Other labels are watching from wings. 
e Hi-fi components business was up about 
30% in volume at retail due mainly to over 
50% increase in amplifier dollars as audiophiles 
continued conversion to stereo with dual chan- 
nel equipment. 


For TV, 1959 was a smooth year. Manufacturers 
continued the upgrading trend of 1958 and re- 
tailers sold 5.8 million units, up 14% from the 
5.1 million of 1958, and did $1.2 billion volume, 
up 18% from the billion of the previous year. 

TV production hit 6.2 million, up 27% from 
the recession low of 1958. 

Most predictions for 1960 are bullish. Fore- 
casts for retail sales range all the way from 
6 million to a high, from Zenith, of 6.8 million 
for a budgeted increase of 7% in units and about 
8% in dollars (to $1.3 billion). 

Optimism is based on two points: (1) Up- 
grading of lines will continue; (2) progress 
has been made in breaking the replacement dike. 

Replacement has been the big mystery. No 
marketing man can understand why it has 
taken people so long to get tired of old sets. The 
hope for 1960 is the square-look tube. Though 
they did not think so when Sylvania and Ad- 


TV shows solid gains; radio scores best in 9 years; stereo 
disappoints. Outlook for °60: $2.8 billion, up 8% again. 


‘miral jumped into the 23-inch tube in June of 


the year, most competitors now feel that the 
square 23 and its soon-to-come 19-inch young 
brother build just enough visible newness into 
TV. RCA’s Jim Toney is typical. He feels that 
despite the fact that square tubes put TV makers 
in a “shoe business” of new sizes, a basic new 
look for $20 is intriguing to consumers and is 
a good basic step-up. His “magic step-up,” by 
the way, is 10% over the next model down. 

Square tubes will continue upgrading in both 
price and styling of TV. Square tubes in 1961 
lines will bring emphasis to square look design 
in the whole front of the set. The 19-inch will 
bring about a revival of the table model as a 
full-fledged category of merchandise. Admiral 
will apply the pressure there with a first quarter 
introduction of the first of a raft of 19-inch 
sets. 

Square tubes won’t entirely displace the con- 
ventional 21’s and 17’s, however. These will 
continue in the lines, especially in leaders. 

Furniture, another upgrader, will continue 
strong. Good woods and authentic styling will 
work their way farther down the price line and 
into the big mass-middle of the line. You’ll see 
some handsome wood, furniture styled table 
models, in June at prices in the $239 bracket. 

You’ll see further super-furniture efforts in 
the very high end. Motorola’s blue blood mar- 
riage to Heritage, which produced the $1200 
stereo shown at the Markets, will produce more 
offspring in TV by fall. Other furniture mar- 
riages, hanging fire at summit meetings through- 
out the industry, will be following, though 
some TV-hi-fi brands will stay with their own 
designers, notably G-E and Zenith. 

More wireless remote control is the upgrade 
trend for the 1961 lines. Now that some brands 
have figured out how to deliver remotes for $40 
—down from $60 to $80 of last year—they’ll 
show up in more consoles and in more portables. 
Zenith’s updated January line has 18 of 39 
chassis with remotes. 

Combination TV-radio-phono will come 
through in greater profusion to keep the high 
end high. The three-way units at $400 to $600 
represented about 3% of production and sales 
in 1959. Most forecasters see this impact rising 
to about 5% in 1960 as have-not competitors 
go out after a business previously owned by 
Olympic—15 three-way models in the line—and 
Magnavox. 

Hi-fi sound in TV continues the upgrade trend 
too. Consoles will deliver more and bigger 
speakers and the stereo phono jack is now just 
about standard equipment for consoles. 

Pressure for 20,000-volt pictures has dimin- 
ished somewhat. Voltage brought the 90-degree 
tube back to the console and revalued the 110- 
degree super-thin set as the style model now 
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extensively used throughout the console line. 

Thinness has lost some of its steam. There is 
no pressure for the 120-degree and 130-degree 
deflection. 

Price. The total effect of upgrading is seen 
in Electronic Industries Assn. analysis of TV 
industry prices. The average TV set sold by 
factories in 1958 went up to $136 from $127 
in 1956. In 1959, the average hit $141 under 
pressure from remotes and furniture. Added 
costs of the square tubes will push this higher in 
1960. Consoles, in 1959, went up from $160 to 
$165; non-consoles went up from $114 to $118 
at factory prices. 

So everything looks rosy for 1960. Except 
for some muddying of waters by co-existence of 
17-, 19-, 21- and 23-inch tube sizes, the sailing 
looks smooth. But several long range men are 
worried that perhaps there is a backlash com- 
ing from the upgrading trend. 

Japanese competition. As prices of TV con- 
tinue up, the old lower levels—remember the 
14-inch portables at $129—get farther away 
from major makers’ grasps. There is some con- 
cern that the Japanese are eyeing this lower 
level. There is the fear that they might do to 
TV what they did to radio: namely, create a new 
low end and a new downtrend in prices through- 
out the mix. 

Japanese efforts in TV had been discounted 
recently. The word was that the Japanese could 
not compete in any area where the product was 
either big in size or heavy in weight. Shipping 
costs cut that essential edge on all but small or 
light goods. 

Currently, however, there are two specula- 
tions. First, that the Japanese could make tube- 
less chassis, ship them and add picture tubes 
when chassis get to the States. Second, there 
is a trend in Japanese industry to switch from 
14-inch emphasis demanded by the domestic 
market, to 17-inch TV. Should know-how create 
surpluses in the latter area, the game could 
begin. Feeling is that the Japanese still need 
dollars and might operate at a loss to get them. 

What about transistor TV here and in Japan? 
Most manufacturers here do not expect U. S. 
industry to get active in transistor TV this 
year, although Motorola’s Ed Taylor does see 
“more popularity” for transistor TV in 1960. 

Most U. S. TV makers say that the battery is 
the problem in transistor TV. There is not now a 
good, cheap one which will get receivers into 


the market at the price that Philco has already 
set: namely, $250. 

Several executives would permit juicy quotes 
of their condemnation of the lack of activity by 
the battery industry—but the words are too 
nasty for a dealer magazine. 

The consensus is that until there arrives an 
inexpensive, long-life, fuss-free battery that an- 
ticipates human frailty, transistor TV will not 
become important in the U. S. picture. 

Japan is another story, however. Sony’s 
Christmas present to the world was the an- 
nouncement of an 8-inch, $194 transistor set 
and trade sources said there were three more 
prototypes from other Japanese makers about 
to pop into the Tokyo market. 

Reaction here is varied. The Japanese an- 
nouncement has re-triggered old thinking. U. S. 
industry executives feel they’ve been down the 
small screen street and remember dusty piles 
of RCA, G-E and Hotpoint shoe box sets that 
could not be given away at $88. 

Those who are pro-transistor TV say we must 
have a 14-inch, direct view screen at a mini- 
mum. Others say it must be 17. Corning Glass 
has consumer research which testifies that 
people won’t settle for less than 17, whether 
it’s transistorized or not. 

The anti-transistor TV men ask: Who really 
needs transistorized TV? What will it do to 
benefit mankind, anyway? 

There is doubt on the circuit that any com- 
pany (other than Philco and Emerson) will be 
showing transistor TV for sale this year. Few, 
however, exclude completely the chance that 
transistor TV could show up in the early an- 
nouncements of portable lines scheduled for 
early spring—earlier than ever—this year. 

In summary, upgrading has put profit back 
into TV. But there’s an immutable marketing 
pyramid which says that as you upgrade in 
price, you must sacrifice unit potential. That 
pyramid has the industry split. One group says 
that TV has settled into a 6 million market. The 
other says TV will break through the replace- 
ment dike and go on to 7 and 8 million units. 
One group asks the other: How do you get back 
to 7 million without a low end at $129 profit- 
less prices that got us there the first time? 


Stereo at the end of 1959 was a Cheshire cat. Its 
smile kept reminding factories: “You done me 
wrong.” 


BB 


Wrong, to a demoralized and confused stereo 
industry, means that the new sound sensation 
was never properly sold. After struggling in its 
first full year out of a maze of two-piece errors, 
the industry suffered its unkindest cut. People 
were still asking dealers: “Is stereo better than 
hi-fi?” 

Perhaps even a more basic condemnation is 
pointed to by Pilot’s L. M. Sandwick, who is also 
chairman of EIA’s phono committee. ‘People 
still don’t know,” he snaps, “that stereo will 
play monophonic records!” 

The year’s sales results are sadder than they 
appear. On the face of it stereo was up 5%. 
Factories sold 4.3 million units in 1959 com- 
pared with 4.1 in 1958, a recession year. 

Actually, most factories had figured the mar- 
ket for 5 million and planned for it. They over- 
estimated the total and the mix. Combination 
radio-phonos were to have sold over the million 
mark and came in nearer 800,000. The unit sale 
went down. Consoles moved best in the $200 
and $300 bracket—not at $400 and $500 as was 
anticipated. The flood of $39 stereo drove the 
portable dollar down. Inventories are not good. 
January and February dumps are expected. 

And for 1960, the prospects of a quick bounce 
out of confusion are not great. Except for 
Motorola’s Ed Taylor who predicts a 20% im- 
provement, most forecasters are bearish. Esti- 
mates run from no more than 4 million units 
to about 4.5—still a long way from the 1957 
high of 4.9. 

Most significant perhaps is the prediction of 
Barton K. Wickstrum, marketing vice president 
for Sylvania. He does not see phonographs get- 
ting back to 5 million until 1970. He sees 1960 at 
4 million and 4.6 million by 1965. 

His thinking reflects other thinking in the 
industry: Namely, that the stereo business may 
never be a unit business in the TV league, for 
instance. Why? TV itself is partly the answer. 
Many phono manufacturers see sound in compe- 
tition for leisure time of the people. They see TV 
as the first god; the phonograph as a poor sec- 
ond, headed for a level-off market of perhaps 
5 million units top—and that some time off. 


What does all this mean to retailers in 1960? 
Several things: 


There will be moves to straighten some of the 
confusion of stereo. An industry-wide education 
Continued on page 64 


Here’s the Most Comprehensive Picture of the Home Audio-Video Market 


1958 
Retail Retail 
Units Dollars 
(in millions) —_(in millions) 


TELEVISION 5.1 $1,046 
Portable Z: 
Table 
Console 
3-way combo 


HOME RADIO* 
Table 
Clock 
Portable 


PACKAGED PHONOGRAPHS** 
STRAIGHT PHONOS 
¢Portable, mono and/or 
stereo without radio 
Console, mono and/or 
stereo without radio 
COMBINATIONS 
Consoles, portables, 
mono and/or stereo 
«Attachments 


PHONOGRAPH RECORDS*** 
TAPE RECORDERS $ 70 
Hi-Fi COMPONENTS*** * $ 66 


$ 390*** 


1959 


Retail Retail 
Units Dollars % Change 
(in millions) —_ (in millions) Units 


$ 425*** 
$ 80 
$ 85 


Dollars 
5.8 $1,235 +14 +18 
3. 


1960 


Retail Retail 
Units Dollars % Change 
(in millions) —_ (in millions) Units Dollars 


6. $1,330 +1] + 8 


w 


PP PNHWwOo ON 
eB MUO WH ~ 


$ 470 
$ 104 
$ 93 


Amplifiers 23.5 36.7 40.0 
Speakers 27.5 30.6 33.5 
Tuners 15.0 17.7 19.5 


TOTAL $2,429 $2,653 + 8 $2,857 + 8 


*Excludes imports, car radios, radio-phono combinations. ** Factory sales. Does not inciude TV-radio-phono combinations shown as TY sales. ***Biliboard estimate ****Based on EIA figures which do not include turntables, changers, 
cartridges, needles, etc. 
SOURCE: Electronic Industries Association — ELECTRICAL MERCHANDISING WEEK 
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ELECTRIC 
HOUSEWARES 


The industry closes an exciting decade with a record year in 
unit sales (increases ranging from 5 to 160% ) even though 
profit margins dwindle. For 1960: a year of stabilization. 


ite 


units 


Thousands of 


Manufacturers’ shipments of electric house- 
wares units in 1959 totalled almost 48 million 
pieces in all categories (not including fans, 
vacuum cleaners and polishers). This almost 
4-million unit increase is a rise of 9.1% over the 
number shipped in 1958, and only 1.8 million 
units short of 1957. 

Actually, the total was even higher, but hair 
dryers, considered popular in 1959 are not in- 
cluded in the above figure. Neither are many 
other items on which reliable figures are not 
available. 

Only three of the appliance categories showed 
shavers, 3.9%, frypan-skillets, 9.6% and 
cooker-fryers, 21.6%. All others showed gains, 
all the way from 168% for can openers to 5.8% 
for blenders. 


losses: 


Can openers. Most startling of all was the per- 
formance of can openers, which broke the sound 
barrier with a total of 805,000 units sold in its 
second year of public acceptance. Referred to by 
more than one industry “one of the 


sage as 


1951 ee 1953. 1954 =. 1955 


Figure | 
THE STAPLE HOUSEWARES: 


Despite Maturity, Their Sales Curves Point Up 


9,000 


1956 


hottest gift items in American history,’ openers 
were first introduced in 1956 and showed signs 
of popularity in 1958 when 300,000 units were 
sold. This triggered entry of many manufac- 
turers into the field. Most recent count shows 21 
companies now in the can opener business. 

Single can opener units represent the ma- 
jority of 1959 volume since combination can 
opener-knife sharpeners account for only about 
12% of the total. 


How a Product Grows. At this point, it might 
be a good idea to trace the course of develop- 
ment of an average new product in today’s 
electric housewares market. Designers and engi- 
neers usually work on an original new product 
concept for several years before it arrives at 
the tool-up stage. Sample models are then field- 
tested, laboratory-tested, and often submitted 
for advance market reaction tests. All of this 
takes time plus a large initial investment. Once 
the product hits the market and shows.signs of 
catching consumer interest, other manufacturers 


1957 1958 1959 1951 ee 
| Figure Il 


j 





= 


® 


THE NEW 


1953 


HOUSEWARES: 
Their Curves Are Turning Up Again 


latch onto the idea. Therefore, the company 
originating the new item has an extremely 
short time to retrieve its initial expenditures, 
let alone get its fair share of the volume compe- 
tition cuts into the melon. 

Next, mass merchandisers get behind this 
“hot” item, give it a big promotion push, skim- 
ming off the top cream for a year or two, before 
dropping it for something newer and hotter. 

How useful the product has become to the 
American homemaker in the meantime now 
determines its yearly volume. Staples (that is 
high yearly volume products) such as steam 
irons (4,360,000 units sold in 1959), toasters 
(another 3,520,000 units), coffeemakers (4,750,- 
000 units again in 1959), mixers (both types 
totaled 3,175,000 in 1959), clocks (another 
8,100,000) and shavers (racking another 6,150,- 
000 for 1959) became staples because they per- 
form a real service in the American way of 
life. They practically sell themselves, and have 
a high yearly replacement record. 

Other products level off at plateaus, rarely 
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Three Year Sales Summary—ELECTRIC HOUSEWARES 


















1959 1958 1957 
Number Retail Number Retail , Number Retail 
“Sold Value Sold Value Sold Value 
BED COVERINGS 3,300,000 75,735,000 2,475,000 61,750,000 2,200,000 57,200,000 
BLENDERS 455,000 16,357,000 430,000 15,888,000 455,000 17,267,000 
CAN OPENERS, INC. COMB. 805,000 19,367,000 300,000 7,947,000 — —— 
CLOCKS 8,100,000 57,000,000 7,800,000 55,000,000 8,400,000 56,600,000 
COFFEEMAKERS 4,750,000 94,762,000 4,250,000 80,535,000 4,365,000 85,100,000 
COOKER FRYERS 345,000 5,848,000 440,000 7,018,000 1,100,000 16,445,000 
CORN POPPERS 705,000 3,772,000 595,000 3,421,000 550,000 2,887,000 
FRYPAN SKILLET 3,390,000 60,850,000 3,750,000 71,062,000 5,200,000 98,500,000 
HEATERS, ELECTRIC 2,180,000 67,375,000 1,965,000 57,710,000 1,855,000 54,224,000 
Fan Forced & Fan Htr. Combs. 1,125,000 25,312,000 1,025,000 22,500,000 925,000 20,305,000 
Non Fan Forced* 230,000 4,525,000 270,000 6,400,000 295,000 6,932,000 
Wall Type 825,000 37,538,000 670,000 28,810,000 635,000 26,987,000 
HEATING PADS 2,560,000 15,232,000 1,995,000 12,468,000 2,055,000 12,535,000 
HOTPLATES 585,000 4,651,000 610,000 4,850,000 660,000 5,247,000 
IRONS 6,330,000 96,171,000 5,740,000 89,084,000 7,625,000 112,739,000 
Automatic 1,550,000 15,422,000 1,225,000 12,189,000 1,650,000 16,417,000 
Steam 4,360,000 76,954,000 4,100,000 73,595,000 5,425,000 91,950,000 
Travel 420,000 3,795,000 415,000 3,300,000 990,000 4,372,000 
MIXERS, FOOD 3,175,000 76,312,000 2,765,000 67,322,000 3,600,000 97,200,000 
Standard 925,000 34,687,000 770,000 30,415,000 1,200,000 52,800,000 
Portable 2,250,000 41,625,000 1,995,000 36,907,000 2,400,000 44,400,000 
SHARPENERS, KNIFE 545,000 7,902,000 355,000 5,591,000 245,000 3,859,000 
SHAVERS 6,150,000 110,393,000 6,400,000 124,800,008 6,650,000 132,667,000 
TOASTERS, AUTOMATIC 3,520,000 66,704,000 3,100,000 58,745,000 3,750,000 71,062,000 
WAFFLE IRONS — SAND. GRILLS 850,000 16,958,000 775,000 15,460,000 895,000 17,855,000 
TOTAL SMALL HOUSEWARES 47,745,000 788,389,000 43,745,000 738,651,000 49,605,000 839,387,000 
FANS: 
Desk & Bracket 1,180,000 23,541,000 1,390,000 25,715,000 1,725,000 34,415,000 
Hassock or Floor 130,000 5,193,000 85,000 4,208,000 105,000 5,197,000 
Window Ventilating 1,150,000 45,942,000 1,413,000 59,139,000 1,700,000 71,825,000 
Portable Roll-Abouts 210,000 9,440,000 365,000 17,885,000 330,009 17,160,000 
Kitchen Exhaust & Range Hood Types 1,565,000 59,371,000 1,100,000 44,000,000 1,345,000 49,765,000 
TOTAL FANS 4,235,000 144,087,000 4,353,000 150,947,000 5,205,000 178,362,000 
TOTAL HOUSEWARES & FANS 51,980,000 931,276,000 48,098,000 889,598,000 54,810,000 1,017,749,000 
Vacuum Cleaners, Floor 3,425,000 314,244,000 3,295,000 291,937,000 _ 3,190,000 269,140,000 
Floor Polishers 1,090,000 43,546,000 725,000 35,525,000 595,000 29,720,000 




















GRAND TOTAL 





*Includes Radiant Glass Panel Portables 


56,495,000 





1,232,666,000 


52,118,000 





1,217,060,000 









58,595,000 





1,316,609,000 











hitting 1-million-a-year sales volume. However, 
they continue in steady specialty demand, in 
unit volume totalling in the hundreds of thou- 
sands each year. 


Frypan-skillets, rated among the three “hot- 
test’”’ products for the past three years, are 
another sample of what happens to a new prod- 
uct that catches on, probably too fast, and is 
therefore over-exploited. Although 1959 was an 
off-year for frypans, a healthy total of 3,390,000 
units was sold. Perhaps some of the glitter has 
rubbed off the units. This may explain the fact 
that some of the big promoters are withdrawing 
their support, and a few opportunist manufac- 
turers are getting out of the business. It is also 
conceivable that the 12 million units sold in 
the past three years are still in good working 
order, and to get back to the 5 to 6 million units 
per year volume new promotions are needed. 

Whatever the cause, the frypan has definitely 
caught on in the American home, and there is 
no gamble in predicting that it will settle down 
to a normal pattern of steady sales each year. 

One possible deterrent to 1959 volume might 
be the fact that consumers have failed to become 
as excited as expected about detachable controls 
for use with other “family products’? such as 
griddles, saucepans, double boilers, etc. The de- 
tachable thermostatic control is an excellent 
cleanability feature, but it has failed to increase 
sales of the other “family units’ as was ex- 
pected. 


As mentioned before, the electric housewares 
industry enjoyed a record year in unit sales. But 
unit sales without a fair margin of profit for all 
concerned—manufacturer, distributor and deal- 
ers—spells a sick industry. 


In 1959 profit margins dwindled further, until 
finally even manufacturers are feeling the pinch, 





as key accounts and large department stores 
insist upon special advertising allowances, with 
which to compete with loss-leader operators. 

A glance back over the decade just ended 
might help to clarify some of the industry’s 
present problems: Seeds of the present market- 
ing evils were evident even as far back as the 
late 40’s when pent-up demand for electrics of 
all types threw many people handling these 
products off balance. 


Ten exciting years. The year 1950 was a very 
important one for electric housewares on many 
counts: The first concerted effort in many a 
year was initiated by the housewares section of 
NEMA that year. This promotion was the fore- 
runner of several years of industry-wide promo- 
tions of electric housewares as gift items. All 
this brought into sharp focus for mass marketers 
the great profit potentials in these portables, 
and discounters, trans-shippers, mass merchan- 
disers all got on the bandwagon. 

1950 was also the year of the Korean war 
scare, when distributors and dealers threw cau- 
tion to the wind and built up inventories to pro- 
tect their stockpiles. With so much merchan- 
dise on hand, traditional channels broke down. 
The result was that over one-third of 1950’s 
production is said to have been done through 
discount houses. 

Lawsuits testing the validity of Fair Trade 
sprung up throughout the nation, ending only 
with its abandonment in 1958. 

In the meantime population increased. The 
number of wired homes expanded accordingly, 
increasing from 37 million at the start of 1950 
to 50,600,000 at the end of 1959. 

In the past decade the American pattern of 
living was also changing. Families were moving 
out to suburbia, where they could indulge in 
more leisure living. Saturation no longer could 
be estimated on the basis of one product to a 


home. Multiple use of a single electric product 
had to be reckoned with: Electric clocks, for 
instance, were being bought not only for kitch- 
en or bedroom, they were being installed all 
over the house—living, dining, rumpus rooms 
as well as all bedrooms. The same was true of 
many automatic cooking appliances as cooking 
and serving areas expanded, spilling out to the 
patio, down. in the rumpus room. Toasters, cof- 
feemakers, blenders, mixers were in demand 
for many parts of the house other than the 
kitchen. 


Outside influences. It was also a decade when 
other industries were affecting the electric 
housewares industry. First came miracle fabrics, 
which increased the demand for the steam iron 
until it reached a steady volume of 4 million 
units or over, starting with 1953. 

Then the food industry introduced ready- 
mixes and eventually changed the cake-making 
habits of our homemakers enough to swing 
emphasis away from stand-type mixers in the 
direction of portables. 

Frozen concentrated juices played an im- 
portant role in the development of blender sales, 
as the blender was used to aerate and reconsti- 
tute the concentrates. 

Frozen pies (meat and fruit) and frozen TV 
dinners are bringing more and more portable 
ovens onto the market. 

Permanent waves led to the need for hair 
dryers with hoods; crew cuts stimulated the 
addition of hair-cutting sets for do-it-yourself 
home use. 


Promoting the market. As consumer demand 
increased, distributors and mass merchandisers 
clamored for one or two good “hot” items every 
second year for exploitation, and manufacturers 
tried to give them what they wanted. 
Continued on page 68 
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CUSTOMERS 
January 1960 


Totals 


on Oasis of 


estimated by Edison Electric Institute 
8 months 1959 customer bills.* 
Farm figures represent REA estimates of June 
30, 1959. The Urban customers and the Rural 
Non-Farm Customers follow ratios established 
in 1950 Housing Census. This term “Domestic 
Electric Customers” 1 this tabulation, issued 
annually, are to the 
Census figures on Occupied Dwelling Units Elec- 
tricity because they maintain 


presented in preference 
a continued yearly 
base for state as well as national market com- 
putation. These figures are 
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Residential & Rural 
Electric Customers 


ELECTRICAL MERCHANDISING 


Urban Electric 
Customers 


Rural Non-Farm 
Electric Cust 


Farm Electric 
Cust s 








New Hampshire 
Vermont 


310,000 
205,000 
121,000 
1,518,000 
256,500 
747,000 
3,157,500 


160,824 
108,776 
45,384 
1,259,105 
213,287 
578,560 
2,365,936 


126,876 
86,024 
59,916 

241,795 
41,263 

155,840 

711,714 


22,300 
10,200 
15,700 
17,100 
1,950 
12,600 
79,850 





New York 
New Jersey 
Pennsylvania 


Middle Atlantic 


4,741,000 
1,779,000 
3,164,000 
9,684,000 


4,061,347 
1,518,494 
2,316,514 

7,896,355 


575,953 
238,006 
721,936 
1,535,895 


103,700 
22,500 
125,550 
251,750 





Michigan 
Wisconsin 


East North Central ... 


2,758,000 
1,378,000 
2,877,000 
2,288,000 
1,174,500 
10,475,500 


2,042,947 
882,843 
2,302,924 
1,636,089 
721,683 
7,586,486 


541,753 
342,307 
401,626 
514,961 
302,417 
2,103,064 


173,300 
152,850 
172,450 
136,950 
150,400 
785,950 





Minnesota 


Missouri 

North Dakota 
South Dakota 
Nebraska 
Kansas 


West North Central . . 


990,500 
822,500 
1,287,000 
170,500 
190,000 
422,500 
658,000 
4,541,000 





577 ,382 
420,536 
861,323 
53,348 
75,008 
215,524 
376,824 
2,579,945 


250,168 
211,564 
231,727 
64,652 

- 60,142 
111,226 
170,726 
1,100,205 





162,950 
190,400 
193,950 
52,500 
54,850 
95,750 
110,450 
860,850 





Delaware 

Maryland 

District of Columbia 
Virginia 

West Virginia 
North Carolina 
South Carolina 
Georgia 

Florida 


122,000 
799,500 
161,000 
1,003,000 
515,500 
1,202,000 
596,000 
1,048,500 
1,452,500 
6,900,000 


80,458 
769,347 


574,445 
219,554 
511,689 
284,432 
587,816 
1,052,832 
4,080,573 


35,492 
160,153 


298,705 
231,646 
429,261 
194,168 
298,384 
343,868 
1,991,677 





6,050 
31,000 


129,850 
64,300 
261,050 
117,400 
162,300 
55,800 
827,750 





Kentucky 
Tennessee 
Alabama 
Mississippi 


East South Central ... 


816,000 
985,000 
881,500 
527,500 
3,210,000 


389,053 
538,687 
484,866 
201,628 
1,614,234 


238,047 
249,213 
227,334 
133,972 
848,566 


188,900 
197,100 
169,300 
191,900 
747,200 





Arkansas 
Louisiana 
Oklahoma 


West South Central .. 





509,500 
852,000 
709,000 
2,676,000 
4,746,500 


227 foe 
550,748 
429,029 
1,857,646 
3,065,175 


142,998 
192,602 
169,171 
540,554 
1,045,325 


138,750 
108,650 
110,800 
277,800 
636,000 





Montana 


Wyoming 
Colorado 
New Mexico 
Arizona 


196,000 
193,000 
93,000 
503,500 
224,500 
314,000 
227,000 
74,500 
1,825,500 


97,149 
93,038 
54,384 
341,947 
145,233 
205,116 
153,286 
45,710 
1,135,863 





69,401 
62,362 
28,216 
125,003 
60,917 
100,434 
51,314 
26,490 
524,137 





29,450 
37,600 
10,400 
36,550 
18,350 
8,450 
22,400 
2,300 
165,500 





Washington 

Oregon 

California 
Pacific 


862,000 
530,000 
4,668,000 
6,060,000 


576,665 
308,747 
3,909,855 
4,795,267 


eevee Sete 


220,935 
168,303 
637,545 
1,026,783 


64,400 
52,950 
120,600 
237,950 





Total 48 States 


5,600,000 


35,119,834 


a ee 


. = 


10,887,366 


4,592,800 





Alaska 
Hawaii 


300 


n. a. 





UNITED STATES ........ 


*Exclusive of Alaska and Howoii 


**Exclusive of Hawa 


50,600,000* 


1; n.a.— not available 


35,119,834* 


| 10,887,366* 





4,593,100** 
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Did your room 
air conditioner 


sales go up “4 last year? 


Sales of Chrysler Room Air Conditioners did. Last January we 
said Chrysler meant business—big business—for dealers in ’59. 
And we proved it with a whopping 289% increase in sales. 
Now we're saying, ‘‘For every unit we sold in ’59, we’re going for two in ’60.” 
Think we can do it again? You just know we can. 00000cesenéescesbbescecaesken 
Interested in joining the Chrysler dealer team? 
Call your local Chrysler Room Air Conditioning Distributor. Or, send for your 


copy of the booklet, ““Take a Long Look Ahead with Chrysler Airtemp.”’ 


I'm interested in “Going for Two" with Chrysler. Please 
send me a free copy of your “Long Look Ahead” Booklet. 


Name 





Company 
Address 





AIRTEMP 





City Zone State 





Dept. P-10 
eeeeeeeeeooeoeooeooeoeooeoeoeeooeoeoeoeeeee 


Division, Chrysler Corporation, Dept. P-10, Dayton 1, Ohio 
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Hotpoint makes selling 
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And only tpnoin 
gives you all these other 
outstanding features 
for te ‘ 


@ Deluxe, fully lighted Cook Book Control panel 
@ Color-lighted pushbutton controls 
e Calrod” Recipe Heat surface units 
Temperature-controlled Super-Matic unit 
iper “2600” hi-speed surface unit 
Rota-Grill Rotisserie for tasty barbecues 
Roast-Right Meat Thermometer signals when 
meat is done just right 
Wide banquet size Super-Oven 
No-Drip Coc ( stops spill overs 
Super Cleanability—stay-up surface units; 
removable oven units, chrome floor liner, 
and broiler spatter guards 
Full-width storage drawer—plus extra 
storage in | 
Complete line of 30” and 39” models 30” Hotpoint Electric Range—Model RB45-A 39” Hotpoint Electric Range—Model RC45-A 
with deluxe styling and Calrod Recipe Heat with Deep-Well Thrift Cooker, Calrod Recipe 
surface units—at a budget price. Heat surface units. 
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Hotpoint puts the cook book on the control panel to put extra punch in your sales story 


Now you can offer a new high in carefree cook- 
ing because Hotpoint puts short, simple cooking 
instructions right on the range where your cus- 
tomers need and want them. One glance shows 
how to use the wonderful Hotpoint cooking con- 
veniences for the easiest cooking ever. One touch 
of a button and your customers cook with 
Calrod® Recipe Heat units... heat as accurately 
measured as the ingredients of any recipe. 
Hotpoint’s many automatic cooking conven- 
iences let you offer your customers what they 


want most from any new range—carefree cook- 
ing with recipe-perfect results and more time to 
spend with the family. 

Hotpoint has always given your customers 
what they want most in any new range, that’s 
why more women cook on ranges made by Hot- 
point than on any other kind. 

Take advantage of Cook Book Controls and 
Recipe Heat—plus the proven appeal of Hot- 
point’s many other exciting features—to boost 
your 1960 range sales! 


HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE... 
IF YOU'RE NOT A HOTPOINT DEALER YOU SHOULD BE! 


30” Hotpoint Electric Range — Model RB75-A 
with Rota-Grill Rotisserie, Roast-Right Meat 
Thermometer, and Super-Matic unit. 


FFERENCE! 


A Division of General Electric Company, Chicago 44, illinois 


ELECTRIC RANGES - REFRIGERATORS * AUTOMATIC WASHERS * CLOTHES DRYERS - CUSTOMLINE® 
DISHWASHERS «- DISPOSALLS®~* WATER HEATERS - FOOD FREEZERS - AIR CONDITIONERS 
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Commonwealth Edison runs 32-page 
Tribune roto section! 


Commonwealth Edison sought a forceful new way to stimulate 
sales of “100 PLUS Medallion” homes and Electrically Heated 
homes in Chicago and suburbs. They found it—with the 


largest rotogravure section ever placed in the Tribune by a : . 
single advertiser! Zenith conce 


in Tribune! 





1959 also saw the Tribune score gains in advertising 
from nearly every leading appliance advertiser. And 
while figures for the full year are not yet available, 
it is very likely that the Tribune will again carry 
more general advertising in this classification than 
any other newspaper in the country! In the light of 
these important marketing facts, your 1960 plans 
for Chicago are incomplete if they do not make full 
use of the powerful promotional support provided 
by the Chicago Tribune. : 


More readers...more advertising... more results 
THE TRIBUNE GETS ‘EM IN CHICAGO! 
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-YORKS Exclusive 
...A Blue Chip 


The York Corporation, subsidiary of Borg-Warner Corporation, with air conditioning and 
heating experience gathered over a span of three quarters of acentury, now offers this..- 


oRK 


BLUE CHIrFP 


Pdge of Soypomane 


@ That every York Air Conditioner has been subjected to the most rigorous testing — 
by the most advanced testing facilities in the industry. 


That each of the 7 key operating components has been tested separately and 
guaranteed to be free of defects in material or workmanship. 


That the performance of every York Air Conditioner equals or surpasses that 
of any comparable competitive product, regardless of price. 


That York B.T.U. capacities are certified capacities. You get what you pay for— 
a full B.T.U. for every B.T.U. promised. 


That every York Dealer meets the rigid Blue Chip Quality sales and service 
standards prescribed by the York Corporation. 





Halge of Srfomance 
Dividend for 1960! 


Your Guarantee of the Most Rewarding 
Advantages in Air Conditioning History 


The longest service-free performance. ‘Built by York” 
means built to last! Each unit and key component is personally 
certified and inspected by a team of air conditioning experts 
using the most advanced testing facilities in the industry. That 
spells longer peak performance . . . more years of customer 
satisfaction . . . far less service calls to drain away profits! 


The most value per dollar of purchase price. York puts 
more into every unit, so you and your customers get more out 
of it! Plus-quality . . . ultra-modern design and styling . . . crea- 
tive engineering features and skilled craftsmanship make the big 
difference! York does not intend to make the most air condi- 
tioners—just the finest! 


The greatest profit potential. York passes on the savings 
realized through new, high-speed production methods, and new, 


Made Possible By New High- 
Speed Production Techniques 


York’s new manufacturing techniques and equipment include 
new, high-speed assembly lines with power-driven conveyors that 
never stop . . . new, multi-spindle milling machines . . . automatic 
refrigerant-chargers . . . automated punch presses, fin-making 
machines and electrostatic painting devices . . . plus hundreds of 
other automatic machines that lend both speed and precision to 
the manufacture of York Air Conditioners. 


rigid quality control facilities. Additional cost reductions based 
on quantity purchases of raw materials assure York dealers max- 
imum quality at minimum cost. You sell the world’s finest air 
conditioners at a competitive price—with a bigger mark-up! 


The finest inventory supply program. York’s veteran de- 
signers, engineers and skilled workmen—using the most advanced 
production facilities—keep the industry’s most complete line of 
air conditioners in ready supply. So York’s experienced factory 
personnel and distributors can work with you in developing a 
realistic inventory program based on your special needs. The 
result: You always carry an optimum inventory of models 
with the proper current characteristics and capacities .. . You 
enjoy maximum turnover with minimum handling and storage 
costs . . . And, you win greater customer satisfaction through 
prompt delivery! 


Plus New Advanced Quality- 
Control Facilities 


York’s comprehensive quality-control facilities include the most 
modern testing devices in the world, supervised by air condition- 
ing experts. In the lab and on the production line, they check, 
double check and recheck BTU capacities . . . sound levels. . . 
CFM ... wiring . . . voltages . . . everything from compressor to 
control knobs. The object: to bring you air conditioning equip- 
ment that lasts longer, performs better, costs less! 








Sure to be FIRST IN BLUE CHIP SALES because there’s a 
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Packaged Products Div 


York Corporation 
York, Pennsylvania 


MY NAME 


ADDRESS 


YORK ADVENTURER 


Tiny .. . lightweight . . . power-packed! Delivers more cooling 
BTU’s per kilowatt than any comparable air conditioner! Has 
powerful, new Dual-Thrust Compressor, Cooling Maze Coils, Two 
Cooling Speeds, Rotary Grilles. Installs in minutes in most any 
window. Available with reverse cycle heat pump in 115V. (714 


amp.), and 230V. models. 








YORK DISCOVERER 


Smart, distinctive styling flatters any room! . . . 
Features the ultra-quiet, Dual-Thrust Com- 
pressor,.exclusive Cooling Maze Coils that re- 
move 30% more humidity from the air, fresh 
air and exhaust vent, and an exclusive acous- 
tically designed front. York Discoverers are 
available in 115V. (12 and 714 amps.), 230 
and 208V. Reverse cycle heat pump models 
also available with auxiliary electric heat as 
well as Automatic Defrost. 








YORK CONQUEROR 


Ideal for heavy-duty, multi-room cooling! . . . 
Removes 30% more humidity with exclusive 
Cooling Maze Coils. Has powerful, ultra-quiet 
Dual-Thrust Compressor, 2 Cooling Speeds, 
Duo-Cycle starting, Hygienic Filter, acousti- 
cally designed air passages, automatic temper- 
ature control, fresh air and exhaust vent. In 
115V. (12 amp.), 230 and 208V. models. Also 
available in heat pump models with auxiliary 
electric heat and Automatic Defrost. 


POWERFUL-QUIET FOR 1960! 


All York units are tested and rated in accordance with both NEMA and ARI Standards 







York puts more into every unit, so you get more out of it. 
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All New from Blackstone... Fifteen for ’60O 


Brand new, most complete line ever... Four basic models become fifteen with 
optional stainless steel or white tops, gas and electric dryers... All matching pairs— 
from a fully automatic washer priced to sell at the lowest promotional price, to the 
finest washer and dryer pair ever built... Stunning modern design, new features, 
fullest flexibility ...Simplest to use, easiest to install and service, easiest to sell with 
complete confidence... Backed-up by a full up-to-date wringer line including the 
newest wringer of them all, the Rinsing Wringer...Sell the line with the easy step 
up... Distributor and dealer franchises available in some areas...Write Blackstone 
Corporation, 1111 Allen Street, Jamestown, New York. 


Step ahead with Blackstone... America’s oldest washer manufacturer—since 1874 





ELECTRICAL MERCHANDISING WEEK 


SPECTACULAR STEREO 


Only Magnavox gives you a complete line of all-inclusive stereo to sell! 


6 self contained models; the only complete line of all-inclusive TV Stereo home entertainment centers. 


Provincial model Contemporary model 


THE ALL-INCLUSIVE STEREO THEATRE 

Combines Gold Seal Chromatic 24” Tv*... 

FM radio, AM radio... exclusive precision Magnavox 
stereophonic phonograph with Diamond stereo pick-up 
...and all the Magnavox innovations in electronic 
science in one beautiful furniture piece to provide 
spectacular dimensional realism everywhere in 

the room. 6 Magnavox high fidelity speakers, complete 
stereo equipment within a single cabinet. Several 
styles and finishes. $595.00.** 


Oriental model 


: 
i 
' 


} 
re | L 
Traditional model Contemporary model 
THE STEREO THEATRE “500”—Superb 21” Gold Seal Chromatic TV* ...FM 
radio, AM radio .. . exclusive Magnavox precision changer . . . Diamond stereo 
pick-up cleans records as it plays. 6 Magnavox high fidelity speakers, complete 
stereo equipment within a single cabinet. Several styles and finishes. $550.00. ** 


ANNOUNCING THE NEW STEREO THEATRE “300” 

Full 262 square inch aluminized picture tube... 

complete stereo equipment within a single cabinet. 

4 Magnavox speakers: two 8”, one 4’”’x 8”, one 5”; 

exclusive Magnavox precision changer with Diamond 
stereo pick-up. Finest VHF-UHF tuners. In mahogany, oak, 
cherry and dark American walnut color finishes. $389.90.** 


*Diagonal Measure **Mahogany 
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THEATRE SUCCESS STORY 
l out of every 4 


television vnstruments 
sold by Magnavox 
is a Stereo Theatre! 


Magnavox Stereo Theatres have completely revolutionized family entertainment... are 











—_- 
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the biggest profit-makers in the industry today! Dealers report Stereo Theatres selling 
in volume...at full mark-up... with unit sales ranging from $550 to $650. That’s proof 
of Stereo Theatre’s overwhelming public acceptance — proof that people buy value, 
regardless of price when value is there. The new Stereo Theatre concept is so popular — 





i 

: Magnavox has developed a complete line in a variety of Traditional and Modern fine- 
furniture creations. It’s the only complete line of home entertainment centers in the 
industry—combining stereophonic high fidelity phonograph, FM radio, AM radio and 
TV—all in one. 

i 

VOLUME SALES-— AT FULL PROFIT 

7 SOLID REASONS WHY A MAGNAVOX FRANCHISETT IS THE ONLY FRANCHISE TH cb 

YOU CAN MAKE MONEY ON: 


sive components, Magnavox list prices 
—actual selling prices—are from 20% 
to 50% lower than comparable models 


MAGNAVOX 


» Magnavox limits the number of dealers 
in each market. Less than 2% of all 





dealers nationally are franchised by 
Magnavox. The top dealers (including 
appliance, music, furniture and depart- 
ment stores) average $150,000 each— 
ranging from $100,000 to $2,000,000 
at full list. 


. Because of lower selling and lower 


manufacturing costs, Magnavox pro- 
vides profit margins up to 20% higher 
than competition—and guards these 
margins against discounters. 


. Because Magnavox manufactures its 


own cabinets and many of the expen- 








in other brands. 


. Magnavox is the prestige line that sells 


in volume. Product superiority, per- 
formance, style selection and value 
make Magnavox outsell all other brands 
in franchised stores. 


. Magnavox television prices range from 


only $188.80 to $650.00. 


. In recent months, Magnavox sold one 


third of all industry’s 24” TV-sets— 
more than 50% of all Magnavox instru- 
ments sold were 24”. Prices start at 
$259.50. 





WAY 


7. Magnavox stereophonic high fidelity 
instruments—which range from $79.90 
to $1200.00—lead all major competi- 
tors in units sold and profit margins to 
dealers. 





++There are a few Magnavox franchises available in some markets for qualified dealers. 
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WORLD LEADER IN STEREOPHONIC HIGH FIDELITY AND QUALITY TELEVISION 


ELECTRICAL MERCHANDISING WEEK 











McCall’s churns up more appliance selling action 


t In 1959, McCALL’S published more major appliance editorial linage than any § 
} other women’s service magazine : Mi McCALL'S—33,056 LINES Ml GOOD HOUSEKEEPING ‘ 
 —19,947 LINES Mi LADIES’ HOME JOURNAL—11,003 LINES @ This editorial leadership in % 
f presenting more ideas for better living with appliances is just one more reason 
why McCALL’S should be a major factor in your marketing plans for the ’60’s! i 


_McCalls J ' 


6, 000, 000 SUAS ARISE? IN MAY 










































Index of SATURATION 
Jan. 1, 1960 


All figures except radio based on 50,600,000 domestic and farm electric customers. 
Radio based on 52,000,000 total homes. 
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WIRED HOMES WITHR® "9 WIRED HOMES WITHOUT 


Number % ; % Number 
6,500,000 12.8 be ie AIR OO a Baie me, 872 44,100,000 
10,800,000 21.3 78.7 39,800,000 
3,800,000 7.5 92.5 46,800,000 
40,268,000 79.6 20.4 10,332,000 
| 27,000,000 53.4 46.6 23,600,000 
1,325,000 26 97.4 49,275,000 
3,200,000 6.3 93.7 47,400,000 
| 9,010,000 17.8 82.2 41,590,000 
4,800,000 9.5 90.5 45,800,000 
: 11,200,000 22.1 77.9 39,400,000 
20,600,000 40.7 58.3 30,000,000 


14,415,000 28.5 71.5 36,185,000 








19,925,000 39.4 60.6 30,675,000 





12,105,000 23.9 76.1 38,495,000 


i 


4,365,000 8.6 





44,850,000 88.6 11.4 5,750,000 


28,200,000 55.7 44.3 22,400,000 
27,000,000 53.4 46.6 23,600,000 


32,500,000 64.2 35.8 18,100,000 





49,950,000 96.1 3.9 2,050,000 


14,500,000 28.7 71.3 36,100,000 
2,700,000 5.3 94.7 47,900,000 


49,605,000 98.0 2.0 995,000 





17,615,000 34.8 65.2 32,985,000 


34,500,000 68.2 31.8 = 16,100,000 


45,500,000 89.9 10.1 5,100,000 








40,195,000 79.4 20.6 10,405,000 





36,700,000 72.5 27.5 ‘13,900,000 







47,100,000 93.1 6.9 3,500,000 





81.4 41,200,000 





9,400,000 18.6 





*Adjusted Jon. 1958 **Proiected from Nielsen estimate of March 1959. Copyright 1959 McGraw-Hill Publishing Company, Inc. 


ELECTRICAL MERCHANDISING WEEK’s 16th Annual Sur- 
vey of Utility Companies, serving 81.8 percent of the 
50,600,000 residential customers in the U. S., shows a 9.1 
percent sales gain for 1959. Here is the picture—product by 
product and region by region—on appliance business through- 


out the country. It’s a revealing study of ... 


BUSINESS IN 
(@) YOUR MARKET 


The results of Electrical Merchandising Week’s 
sixteenth annual utility survey are in and the 
figures reveal a 9.1 percent increase over 1958 
sales. Two hundred and twenty five companies 
(compared to 229 companies in 1958), represent- 
ing 41,398,817 customers, reported sales in- 
creases in every major appliance with the 
exception of televisions sets. Dryers and 
washer-dryers maintained the 1958 average. 


The national summary table, on the opposite 
page, illustrates the unit sales per 1,000 cus- 
tomers by the reporting utility. On succeeding 
pages are the actual sales of major appliances 
and television for each utility and region. 

The survey, which represents 81.8 percent of 
the nation’s wired homes, also shows the number 
of customers served by each utility; the average 
annual kw-hr. consumption; the estimated unit 
sales of appliances in their respective areas; 
the merchandising plans of the utility and the 
number of dealers serving their territories. 

During 1959, unit sales per 1,000 customers 
were up—from 2.1 to 44.4 percent—on every 
product except television, which showed a de- 
crease in sales of 1 percent. Showing the great- 
est gain were water heaters (44.4 percent) while 
vacuum cleaners (2.1 percent) showed the 
smallest increase. Sizeable gains were recorded 
by freezers (12.5 percent) and refrigerators 
(11.1 percent). Maintaining their 1958 aver- 
age, of 5 and 22 unit sales per 1,000 customers, 
were washer-dryers and dryers, respectively. 

Regionally, the East South Central scored 
the best of the nine regions surveyed. The Mid- 
dle Atlantic and Mountain states were tied for 
second, while the Pacific area was last. 


SALES IN 1959 


Refrigerators—An 11.1 percent increase in re- 
frigerator sales was recorded in 1959 as re- 
ported by 171 companies. This percent increase 
is reflected in the fact that, in 1958, 63 units 
were sold per 1,000 customers while in 1959, 
70 units were sold. The leading area in refrig- 
erator sales was the Pacific states. Close behind 


were the South Atlantic and West South Central 
states, both of which were comfortably above 
the national average. The New England states, 
with 51 per 1,000, were last. However, despite 
the fact that they were below the national 
average, they were still able to show a 6.2 
percent increase over 1958 sales. Five areas, 
New England, Middle Atlantic, East North 
Central, West North Central and the Mountain 
states were all below the national average, but 
again, this did not stop them from showing per- 
cent increases above 1958. 

With all areas showing marked increases, 
refrigerator sales, projected nationally, would 
thus be 3,542,000 as compared to the 1958 figure 
of 3,114,533. 


Electric Ranges—Five areas were above the 
national average in sales. The South Atlantic 
states, with 52 unit sales per 1,000, were 21 
above the national average. Following with 45 
unit sales per 1,000 were the Pacific states 
while the Mountain and East South Central 
areas showed figures of 43 each. 


Electric ranges, including both standard and the 
built-in models, were up 6.8 percent over last 
year’s sales, with the Pacific states again lead- 
ing the way with a 36.3 percent increase. The 
national average of 31 sales per 1,000 customers, 
as compared to last year’s figure of 29, projected 
nationally, would show 1,568,000 electric ranges. 
sold in 1959 as against 1,419,963 in 1958. One 
hundred and eighty three companies submitted 
figures on electric ranges. 


Water Heaters—On the basis of reports from 
181 companies, water heaters showed a 6.6 per- 
cent increase over 1958. On the basis of 16 sales 
per 1,000, the nationally projected figure would 
be 809,600 as opposed to 751,222 units in 1958. 
Sales figures in the Middle Atlantic states showed 
a large gain of 42.8 percent over 1958 and this 
trend was followed by the West North and 
West South Central states which both increased 
sales better than twenty percent. There was no 
change recorded in the New England, South 


Number of Dealers and Their Utility Merchandising Plans For 1960 


Number Companies 


Dec. 1959 


Will Will Not 





16 New England 

19 Middle Atlantic 

29 East North Central 
28 West North Central 
17 South Atlantic 

12 East South Central 
19 West South Central 
Al Mountain 
37 Pacific 

3 Alaska 

4 Hawaii 


2,330 
14,187 
13,316 

8,236 

8,592 

3,357 

7,664 

3,899 

7,572 


17 
179 


11 b 
14 
13 
15 
8 
10 
14 
33 
35 
2 
3 





Total 


69,349 


152 


(31.5%) (68.5 %) 


Atlantic, East South Central and Mountain 
states. Losses, however, were recorded by the 
Pacific area (11.1 percent) and the East North 
Central states (15.3 percent). The West South 
Central states were far below the national av- 
erage of 16 with:a sales record of 5 per 1,000. 


Freezers—The National average per 1,000 for 
freezers was 18. Last year it was 16, thus 
freezers showed an encouraging 12.5 percent in- 
crease over the previous year.:One hundred and 
seventy one companies reported and the survey 
revealed six areas to be over the national av- 
erage for 1959. Far out in front was the West 
South Central area with a 32 per 1,000 total. 
New England, with 7 per 1,000 was well below 
the average but again, we find that although 
being below the average, New England was still 
able to show a 16.6 percent increase over her 
1958 sales. The national projection shows an 
increase of 116,115 units over 1958. 


Room Air Conditioners—Air conditioners 
showed a 3.2 percent increase over 1958. Four 
areas (Middle Atlantic, South Atlantic, East 
South Central, West South Central) were above 
the national average of 32 per 1,000. Four areas 
were well below the average, with the Mountain 
states last with a sales figure of 10. The national. 
projection is again on the positive side what 
with a figure of 1,619,200 expected for 1959 as 
against the 1958 sum of 1,521,706. East North 
Central with a percent increase of 27.2 over 
1958 showed the greatest yearly increase while 
the Pacific states recorded a 12.5 percent drop 
in sales from 1958. 


Washers—With the national average at 74 (com- 
pared to 1958’s figure of 70) three areas topped 
that figure. Two other areas were just under 
with 73, and the remaining four ranged from 
57 to 71. Sales were up 5.7 percent. One hundred 
and sixty three companies’ figures revealed five 
areas declined in sales percents over the year 
(New England—3.3 percent, South Atlantic— 
15.1 percent, West South Central—11.2 percent, 
Mountain—3.3 percent, Pacific—4.8 percent). 
The greatest gains showed up in the East 
North Central states where washers were up 
14 percent. Projected nationally, the study re- 
veals a figure for 1959 of 3,744,400 washers as 
compared to the 1958 figure of 3,449,398. 


Dryers—Sales remained constant in 1959. The 
national average for 1958 was 22 per 1,000 and 
this figure was reached again in 1959. One 
hundred and seventy five companies reported 
figures and their reports showed four areas 
above the national average. These areas were 
East and West North Central, Mountain and 
the Pacific states. Sales, projected nationally 
show 1,113,200 dryers for 1959 as against 1,072,- 
257 for 1958. Although under the 1959 national 
average with a sales figure of 17 per 1,000, 
New England showed the greatest increase. 


Washer-Dryer Combinations—As with dryers, 
sales remained constant. The national average 
was 5 unit sales per 1,000. Six areas tied or 
topped that figure with the Mountain and South 
Atlantic states leading the field with 8 unit 
sales per 1,000, The Middle Atlantic with 2 per 
1,000 was last. High was the East South Central 

Continued on page 62 















Check This NATIONAL SUMMARY First... 



































ESTIMATED UNIT SALES OF APPLIANCE-TV IN 1959 PER 1,000 CUSTOMERS 
Utility Plans 
yo (Estimated) on Mer- 
Number Customers Food Wr. of chandising 
of (Domestic Stand- _Built- Room fDehu- Evapo- Washer- Waste Dealers in 1960 
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4 STATE Utilities Dec. 31,’59 | erators Ranges Ranges Heaters Freezers Condit. fiers Coolers Washers Washers Comb. Dryers Cleaners washers posers vision Territory Will Net 
ol Seer 2 258,394 40 19 4 12 12 Sg ye oe 40 7 3 12 -¥ ca a a+ 472 0 2 
New Hampshire .......... 1 122,960} 49 20 3 16 7 4 aa *4 49 = 2 2 Ps we ¥ 170 1 0 
OU bss saves P9008 1 59,000 + — i 40 8 = He a > ee af 17 és re aa i 150 1 0 
Massachusetts .......... 7 1,427,130 53 7 = 5 4 10 2 i 58 3 2 15 16 8 6 100 1,438 6 1 
' Rhode Island ............ 2 74,750 7 9 1 1 1 a an 8 3 1 5 4 1 1 11 123 2 0 
| 3 669,607 58 <-29-> 11 9 16 8 46 10 4 26 9 14 10 125 977 1 2 
New England ............ 16 2,611,841 51 — 24 => 7 11 3 vy 51 6 3 17 18 9 7 101 2,330 11 5 
PTOI, cv cceeceiess y 5,132,186 63 ie 7 7 40 5 “s oat a 2 12 75 25 7 106 5,315 2 5 
cat stn Seer 4 1,752,858 53 21 9 18 13 19 = me 59 12 3 18 27 11 Ay 73 2,520 1 3 
oo | 8 2,991,061 63 a 11 13 26 3 58 28 Z 20 34 7 5 117 6,352 2 6 
Middle Atlantic .......... 19 9,876,105 63 1) 10 10 34 4 as = 5.9 2 15 65 18 6 109 14,187 5 14 
SLO Cn ae eea 8 2,131,380 70 24 11 10 16 14 15 ive 65 19 4 37 40 8 14 110 3,566 2 6 
EE gee Coons thrice: 5 848,004 93 ae 19 17 20 20 0 36 13 4 54 oT 10 15 48 1,450 2 2 
NE sti thes 4-4 4.3 Sb oro 5 2,487,911 73 Sa 4 12 17 11 ~ 35 23 3 19 88 57 7 155 3,450 2 3 
MN hfe id Sear e ys a 6 2,012,961 68 <= 76 => 17 14 9 0 0 21 41 3 13 54 6 ] 84 2,895 4 2 
{ cn. 2 JOR ES 5 824,739 39 19 8 14 17 1] 18 Sy. 36 24 2 25 20 5 10 103 1,955 5 0 
' East North Central........ 29 8,304,995 65 = 75 = 11 14 14 14 4 40 25 3 25 59 6 10 119 13,316 15 13 
i 6 785,675 85 seme no 21 23 22 15 ae 48 14 7 32 24 9 9 76 2,015 4 2 
i oc ree See aca ae we 5 470,777 59 =. 13 19 18 27 = 35 14 4 23 16 7 6 31 2,447 4 1 
ye Sen eg 8 930,600 {2 17 12 6 24 39 11 Pi 56 10 a 19 37 11 16 110 1,908 1 7 
MOPED DOKOUN* Sia. oe ses 1 1,790 oe = R a Ss a ia 5 fe ae we re ca " es a 48 0 1 
‘ SOUT DAKO... 6... 2 54,150 55 30 9 19 18 17 11 2 30 8 6 37 22 6 9 64 431 2 0 
| oo. es 2 205,300 39 27 12 13 15 33 9 s 41 19 8 24 20 10 22 45 440 1 1 
; MMe ce ais) ase ie 4 355,202 48 26 6 4 23 40 3 17 57 14 6 31 21 6 10 83 947 1 3 
WestWNorth Central ....... 28 2,803,494 68 "sp 12 22 31 13 12 50 13 5 25 29 9 13 80 8,236 13 15 
Lo ea ee 1 7S,030 76 13 15 25 9 44 9 13 69 11 4 44 45 15 9 101 122 1 0 
1 eee 2 618,400 78 — A 15 14 32 6 —s5 > ee 15 32 11 7 68 683 2 0 
q District of Columbia ...... 1 404,260 95 21 27 6 31 90 16 93 14 5 39 50 39 52 216 347 0 1 
i MANE oon 8 on 58 a8 2 1,081,700 rh -— = ao \e os ee ae on KA 31 a os as - a 2,200 0 2 
} de |: 2 232,385 47 — 7A => 9 11 3 16 8 24 16 3 29 48 3 3 70 341 2 0 
North Carolina .......... 2 965,000 48 45 24 69 21 34 ] ee 52 17 2 12 30 10 10 91 2,250 1 1 
N South Carolina .......... 1 158,000 | 158 32 32 75 51 95 ‘ch - 89 i 16 32 ne 25 32 222 235 0 1 
(ES | Re oe 2 661,800 | 112 < 63 => 18 48 105 3 we 66 60 3 24 57 44 8 180 125 2 0 
ae anc elaky k's ds abs 4 1,059,909 83 = 3s > 83 10 62 1 0 48 9 3 11 14 9 9 92 2,289 1 3 
| ee 17 5,260,484 80 t= 52 => 45 23 58 5 2 <= ja > 8 19 35 18 13 92 8,592 9 8 
oe eee = 3 453,003 89 185: => 19 29 21 2 - 51 62 1 25 es 7 5 111 402 0 3 
} See EA ee 6 439,422 79 — 35 > 41 33 95 2 a <— 8 — 14 38 36 12 11 90 635 0 6 
| EI oo 555-6 ocd ons 0'¥s 1 551,252 62 <= Et. 20 34 36 = ie 56 19 4 9 76 8 a 114 1,200 1 0 
i eae 2 245,100 71 7a. => 5 21 31 a ds = 2] > as 9 oe 3 2 45 620 1 1 
East South Central........ 12 1,688,777 73 43 => 23 34 50 2 A: = Ta: > 7 20 70 8 8 95 3,d07 2 10 
ea ree 2 297,550 69 1] 8 5 26 50 Eh 1 70 24 4 12 65 6 6 114 1,298 0 1 
| IIE 5.5 <-asstc as. 508 4 3 541,600 97 < 21--> 4 57 99 eis By: 88 25 5 16 30 20 12 119 1,132 0 3 
| OU ind 2 509,300 83 = 2 3 25 38 ne my +<- 55 ~> ~~ 15 x 7 5 113 1,180 0 2 
| ER SR hi eos «lace 12 2,277,730 75 ae 6 30 94 54 48 13 5 20 40 17 20 107 4,054 4 8 
[ West South Central....... 19 3,626,180 79 — 2 => 5 32 82 4 43 = 7] 5 18 47 15 15 110 7,664 4 14 
| DMN 56 6c ob 6 vb en 3 131,200 46 28 16 11 17 4 = is Sf a 8 40 Ny 12 ee 137 554 0 3 
MUM okt ON es en 3 117,070 65 52 22 60 44 13 - 18 95 9 2 55 20 9 10 62 685 l 2 
OS ee 4 25,485 44 23 9 7 21 5 4 4 68 22 8 40 31 6 4 120 45 2 2 
j ee ee 11 410,735 81 27 8 7 19 6 17 31 73 15 10 31 30 23 18 232 785 4 7 
NOW MAKICO ees. scans 8 113,513 59 << 78 7 51 1 1 96 = foi=> 6 26 8 8 11 100 186 1 7 
1 OG ae RE a rah 4 282,604 71 17 25 7 26 20 53 65 20 5 10 27 11 12 94 615 0 4 
f lo. aaa ANE ee 3 215,300 64 39 19 24 27 24 *! 37 74 19 12 39 96 17 29 88 921 0 3 
\ ssc isn cwin s/n a5 ae 4 5 70,532 50 << 38 > 25 g 17 7 20 77 r 6 14 42 9 9 118 108 0 5 
' lie yo 6k 403 41 1,366,439 67 <-— 43- 16 26 10 2 41 ae. lead 8 30 46 15 16 134 3,899 8 33 
er. 
ree 17 789,381 57 54 15 48 31 10 1 3 57 16 8 44 41 18 13 94 1,397 0 17 
Ht Te os ba ants wisbigie 5 542,230 84 62 1] 52 48 11 us, 2 104 80 9 71 2 20 7 109 1,135 0 5 
A eS ae | 4,395,136 88 -— 3 = 7 21 14 :4 26 — 75 > <" 25 59 22 26 112 5,040 2 13 
| alice, cgi ane oidavpin 37 5,726,747 85 t~ By > 16 24 14 1 26 - ja 6 32 51 22 22 110 7,572 2 35 
ara eae 3 14,950 10 7 3 16 9 LP a a 1] 9 4 9 8 2 l 10 17 l 3 
I an a 4 118,805 98 gee te 57 24 4 me . sie 18 8 8 18 14 13 103 179 l 3 
United States ........... 225 41,398,817 70 <— 3) =e 16 18 32 8 21 ~~ ]4 > § 22 48 14 13 106 69,349 7a M62 
(171) (183) (181) (171) (154) (72) (53) (163) (140) (175) (96) (152) (125) (143) 
British Columbia ......... 3 364,615 43 32 ] 20 99 7” a - 28 14 l 20 29 3 l 76 887 0 3 
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ELECTRICAL APPLIANCE MARKET DATA BY REGIONS continueo 


ELECTRICAL MERCHANDISING WEEK 





















NUMBER 
N : OF DOMESTIC 1959 UNIT SALES OF ELECTRICAL APPLIANCES 
ew CUSTOMERS 
‘s ‘ DEC. 31 Dec.31 Average Dehu- _—Evapo- Washer- 
4, ne | an | 1959 1958 KW-Hr. Refrig- Ranges Ranges Water Air mid- rative Auto. Conv. Dryer 

7) (Estimate) (Actual) C’mptn erators Standard Built-In Heaters Freezers Condit. ifiers Coolers Washers Washers Comb. Dryers 
MAINE 
Bangor Hydro Electric Co........... 44,394 45,000 3,000 5 ibe ree Cis ae ass er os oes 
Central Maine Power Co............ 214,000 211,027 3,120 8,500 4,000 750 2,500 2,500 8,500 1,600 600 2,500 
NEW HAMPSHIRE 
Public Service Co. of New Hampshire. . 122,960 120,764 2,900 6,000 2,500 400 2,000 900 500 6,000 300 2,000 
VERMONT : 
Central Vermont Public Service Corp... 59,000 58,000 3,200 <—-—4,300--— 2,400 500 1,000 
MASSACHUSETTS 
8 eee 418,000 415,151 2,480 29,500 6,000 2,000 1,100 2,000 7,000 1,000 a.) Ce 2,000 1,500 8,000 
Fitchburg Gas & Electric Co......... 16,380 16,253 2,350 900 100 60 90 25 120 20 2 650 100 50 180 
Cape & Vineyard Electric Co......... 43,700 42,120 2,322 1,132 568 416 374 42 & 1M 700 80 10 310 
New England Electric System*....... 737,000 730,667 2,435 33,000 10,000 5,000 4,000 1,700 5,000 1,000 34,000 1,500 1,000 9,000 
Cambridge Electric Light Co......... 30,950 31,060 1,600 ae ee $e ACP A he ter yee nae Gs eh 
Western Mass. Electric Co.......... 123,000 121,301 3,028 «—3615—— 1,225 2,170 1,150 2,375 
Grocneen Gen CO... eee 58,100 56,677 3,200 ised oon Sess 4 ait: Bee 
RHODE ISLAND 
Blackstone Valley Gas & Electric Co... 59,200 58,937 1,950 eta Pa a =a ore iesss as nat ae eos Sas re 
Newport Electric Corp............. 15,550 15,330 3,500 500 650 100 400 100 75 50 30 600 200 75 400 
CONNECTICUT 
United Illuminating Co............. 173,500 171,289 3,400 11,035 4,030 1,730 2,090 1,490 2,125 3,100 14,450 2,220 540 4,000 
The Connecticut Light & Power Co.... 303,107 295,374 3,565 12,000 4,500 2,700 3,300 1,600 3,000 500 14,500 2,800 1,200 4,800 
Hartford Electric Light Co........... 193,000 190,605 3,240 15,500 <—§,/00—— 1,846 3,200 5,775 ee 1,825 1,700 pen 8,750 
NEW ENGLAND 









*Figures include those of Lynn Gas & Electric Co. 


NUMBER 
OF DOMESTIC 
CUSTOMERS 


1959 UNIT SALES OF ELECTRICAL APPLIANCES 


Middle 














\ | . es DEC. 31 Dec. 31 Average : Room _—_ Evape- Washer- 
{ all { i¢ 1959 1958 KW-Hr. | Refrig- Ranges Ranges _—— Water Air  Dehumid- ative Auto. Conv. Dryer 

(Estimate) (Actual) C’mptn | erators Standard Built-in Heaters Freezers Condit. ifiers Coolers Washers Washers Comb. Dryers 
NEW YORK 
N. Y. State Electric & Gas Corp....... 406,000 397,765 3,475 16,000 4000 4,000 4,000 5,200 1,500 bat 17,000 ape Pas 8,500 
Long Island Lighting Co............. 511,000 490,194 3,278 30,000 <—9,000——> 2,000 5,500 20,000 7,000 ——30,000—— 2,000 10,000 
Central Hudson Gas & Electric Corp... 113,844 Lie 3,1 ee 1,700* 800 ie ne ay 
Rochester Gas & Electric Corp... .... 177,842 175,260 3,310 12,500 3,500 3,200 1,200 3,800 1,700 800 14,500 ae 1,200 5,000 
Consolidated Edison Co. of N.Y..... 2,887,500 2,852,500 1,750 {198,200 5,280 11,200 we 10,000 172,000 oat 131,000 6,100 3,600 13,600 
Niagara-Mohawk Power Corp......... 966,100 951,981 3,615 54,350 14,000 Zane B40. 21,255 4,600 600 55,730 13,500 3,300 20,500 
Orange & Rockland Utilities......... 69,900 50,700 2,425 ate ta eee ae Pa ‘ yee ape are: 
NEW JERSEY 
New Jersey Power & Light Co........ 96,984 94,219 3,659 4,700 3,400 2,200 1,000 1,200 4,400 1,200 2,100 
Jersey Central Power & Light Co...... 234,024 222,008 3,356 13,000 4,300 ue 3,400 3,400 6,600 15,000 2,800 gas 5,300 
Atlantic City Electric Co............ 192,850 188,175 3,550 3,800 1,700 4,000 2,300 2,000 nae ih 500 2,000 
Public Service Electric & Gas Co...... 1,229,000 1,210,323 2,408 aT inhie Fie Ae PAT Seles 
PENNSYLVANIA 
Pennsylvania Power & Light Co....... 624,500 616,455 3,240 | 30,500 10,500 5,000 8,900 8,100 6,700 She 30,000 13,100 1,400 12,600 
Duquesne Light Co................ 427,000 420,800 2,929 35,967 <—9,500-—— 400 5,500 6,700 768 29,693 23,572 ... 10,600 
Metropolitan Edison Co....... ..... 220,638 217,226 3,680 12,300 <—7,400—— 4,100 3,600 5,000 Ae 12,000 6,000 wie 6,400** 
Pennsylvania Power Co............. 78,440 76,963 3,960 3,575 2,340 250 840 1,010 300 370 3,120 2,540 100 §=2,210 
Luzerne Electric Div.—UGI Co........ 43,000 42,500 2,100 ata An ees 200 fend as Rg Boe Sat apo 
West Penn Power Co............... 341,500 336,565 3,758 17,000 <—8,900--—- 5,600 5,600 3,200 1,200 13,000 12,200 14,500 
Philadelphia Electric Co. System..... 902,000 886,904 3,280 64,700 <—16,000—— 6,700 8,000 51,700 Peep 66,000 16,000 15,000 
Pennsylvania Electric Co.... ....... 353,983 350,197 3,236 22,000 <—10,800—— 7,300 7,700 2,200 18,500 10,400 12,300** 





“Excluding replacement sales. 
**Includes Washer-Dryer Comb. 








UTILITY SURVEY continuep 


with a gain of 133.3 percent over 1958. The 
national projection shows the 1959 figure at 
253,000 compared to the 1958 figure of 227,194. 


Vacuum Cleaners—Sales were up 2.1 percent. 
The current national average is 48, a figure 
topped by four areas. Leading was the East 
South Central states with a sales per 1,000 
figure of 70, while New England was the low 
area in sales with a per 1,000 total of 18. Overall 
sales were up in four areas over 1958 and down 
in five areas. Projected nationally the survey 
shows the figures in units as: 1959—2,428,800; 
1958—2,338,123. 


Food Waste Disposers—Sales in 1958 soared to 
an increase of 44.4 percent over 1958. This is 
evidenced in the national average of 13 per 
1,000 customers as against the year-ago average 
of 9. Five areas topped the 1959 national aver- 
age. The leading area was the Pacific, followed 
by Mountain, West South Central and South 
Atlantic in that order. Pacific sales in disposers 





over 1958 were plus 29.4 percent. East South 
Central with 8 unit sales per 1,000 as against 
that area’s figure of 5 per 1,000 for 1958 shows— 
the greatest percent increase—60 percent. Close 
behind were the South Atlantic states with an 
increase of 55 percent. Projected nationally the 
figures read thus: 1959—657,800; 1958—441,547. 


Dishwashers—Like food waste disposers, this 
product showed great increases over 1958 with 
a plus 40 percent figure. The national average 
was 14; last year it was 10. Pacific again led 
the way with a per 1,000 sales figure of 22. Next 
was the Mountain region with 16. Every region, 
with the exception of the East North Central, 
showed a marked percent increase in sales over 
1958. Nationally projected, the figures for 1959 
show 708,400 units against the 1958 total of 
441,547. 


Television—Television sales dropped 1 percent 
according to the study. The national average was 
106 per 1000 customers. Leading areas were 
the Mountain states and East North Central 
with sales figures of 134 and 119, while the 
West North Central region was last with a per 





1,000 figure of 80 unit sales which constituted 
a 23 percent decrease from 1958 sales. Great- 
est gains were made in the Mountain Sicates 
and East North Central with sales increases of 
15.5 and 11.2 percent respectively. The number 
of television sets sold, projected nationally, 
would be 5,363,600. 


MERCHANDISING PLANS 


The ratio of non-merchandising to merchan- 
dising remained about the same in 1959 as in 
1958, roughly about two to onc in favor of 
the non-merchandising utilities. Of the 225 
power companies reporting this year’s study, 71 
(31.5 percent) will merchandise and 154 (68.5 
percent) will not. 

The number of dealers (69,349) is down from 
last’ year’s figure of 71,358. This constitutes a 
dealer for every 597 customers. Projected na- 
tionally, this would mean there are 84,757 
dealers serving the 50,600,000 domestic and 
farm customers in the United States. The Mid- 
dle Atlantic states with 9,876,105 customers, 
representing 23.9 percent of surveyed custo- 
mers, showed the way with 14,187 dealers. 
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REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 
Food Room ODehu-  Evapo- Food Did Co. 

Vacuum _Dish- Waste Tele- Refrig- Water Air mid- ative Auto. Conv. Vacuum Dish- Waste fTele-}| Serving Merchandise In 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit. fiers Coolers Washers Washers Dryers Cleanerswashers Disposers visi Territory In 1959 1960 

a 72 No No 

26 400 No No 
91 46 18 8 22 8 85 170 Yes Yes 
98 35 15 150 Yes Yes 
18,000 5,000 5,000 56,000 94 27 6.3 8.5 11 tas ies 43 48 8 66.4 5.7 5.9 96.1 300 Yes Yes 
225 70 50 1,250 92 9 8 6 8 1.6 0 70 30 9 85 2 1.5 85 12 Yes Yes 
mes 200 fis ty: 98 66 33 8 _ ims ie 53 40 ll 94 8 ee 0 21 Yes Yes 
9,000 4,000 1,500 60,000 93 32 7.2 3 3 np ie 37 33 9 75 4 3 90 800 Yes Yes 
56% Pe ate re 98 5 1 2 3 2 60 2 70 2 7 80 50 Yes Yes 

Pei 45.4 11 14.7 6.3 165 No No 
88 43 23 6 90 Yes Yes 

ras iam ite pp < eae can era wee ey cea ras eae fe a Pe Da ape ah 100 Yes Yes 
300 100 75 800 94 68 35 18 5 3 2 60 35 25 92 14 12 90 23 Yes Yes 

a 1,360 vas epeae 98.6 39.4 16.1 7.6 7 2.3 ale 70.2 51 13 ae 6.3 snk 93.4 172 No No 
3,500 1,900 1,200 ae 98 42 19.5 15.0 5 oes =e 49 38 13 90 6.5 2.2 91 485 Yes Yes 

1,150 5,850 3,900 29,000 ae bes nyels si a iis ad ree ay Rat hab ee 320 No No 


REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 

Food Room Evapo- Food No. Dealers Did Co. Plan To 
Vacuum Dish- Waste _‘Tele- Refrig- Water Air Dehumid- rative Auto. Conv. Vacuum ODish- Waste Tele-}| Serving Merchandise In 
Cleaners washers Disposers vision | erators Ranges Heaters Freezers Condit. fiers CoolersWashers Washers Dryers Cleaners washers Disposers vision} Territory In 1959 1960 
ye Re re ee 32.6 17 17.5 1.9 ites vie oe : 16.2 dee ae Oy 800 No No 
9,000 acs BA wide 20 6 20 18 3 0 a as 25 90 15 5 95 200 .No No 
ata btn Hee wit 33 19 14 3 _ sh jo 7.5 Thee 4 1 ivi 260 No No 
Pais 2,000 2,000 25,000} 98 35 14.5 20 8 1.5 0 59 25 98 8 10 98 225 Yes Yes 
242,000 21,400 ... 308,000 + ae Poe see 4 sue ee “3 ae Pls ee bk fe dre 1,700 No No 
45,300 8,200 6,300 92,500} 96 34 16 11 8 ane on ee 47 16 78 7 6 93 2,020 No No 
ane cd ns ey i, ie ar ‘LY)110 Yes Yes 
1,700 700 6,000} 95 45.7 27 90 129 No No 
7,300 3,000 18,000} 96 25 18 ead ee 90 191 No No 
Bris ae ie Vda 59 39.4 21 wean a oe 17.5 eae sae en ie 200 No No 
96.5 8.8 1.9 8.6 27.5 49.9 23.8 6 85 5.8 18 100+# 2,000 Yes No 
Neh 3,500 2,000 34,000} 96.2 44.9 24.7 17.2 9.2 in ue ae 52 12.8 edie 4.4 es 89.1 1,197 - No No 
18,354 3,793 3,468 76,599} 98 27.8 2.4 12.2 11.5 47.6 60 24.9 87.2 6.1 8.5 98 1,080 No No 
nea 1,050 ... 16,700} 98.6 47.1 28.5 22 12 51.2 dip 18.0 te 41 me ver 443 No No 
1,700 370 275 5,900} 94.7 42.1 18.8 16.5 52 35.7 62.4 29.5 68.5 2.9 | 90.2 159 Yes Yes 
mak "hee sp aa ve 20 11 ia ae! pte rae sie! ie os ney 60 No No 
8,500 1,300 1,000 26,500} 97 41.6 4 20.5 5.1 1 35.7 59.3 28 87.5 4.2 4 96 900 No No 
aes 9,800 . 157,000] 87 30 13 11 26 €-—- 15 > 15 80 7 ee 95 1,825 Yes Yes 
1,800 27,200 688 No No 








tNumber of Appliances per 100 customers 
LY — Last year's figures 


APPLIANCES 


CONTINUED FROM P. 41 


Garbage disposers continued to lead dish- 









scored their most significant gains in the built- 






$136,500,000—a 16.9% gain over the $116,792,000 
recorded in 1958. The continuing interest of the 
utility companies in dishwashers, prodded un- 
doubtedly by the NEMA compaign, together 
with the fact that dishwashers do not seem to 
suffer from price cutting to the same degree as 
other major appliances, would seem to make 
obvious that the dishwasher has finally arrived 
on the scene as a major appliance. In our re- 
placement survey, only 12.9% of the dishwash- 
ers sold were replacements of earlier models— 
a statistic to be expected. And only 2.5% of 
1959 dishwasher sales involved a trade-in. It 
is interesting to note, however, that 52% of the 
dealers responding to the survey were selling 
dishwashers; a higher figure than might have 
been expected. Reporting on their sales for the 
first eight months of the year, dealers said they 
averaged 11 dishwasher sales for that period. 

A number of improvements in design have 
been incorporated into today’s dishwashers, gen- 
erally in the area of the power spray, the de- 
tergent dispenser, the drying cycle, etc. 





washers in sales, a trend which has been evi- 
dent for the past four or five years. A total of 
785,000 disposers was sold in 1959, which rep- 
resented a healthy 27.3% increase over the 
616,500 sold in 1958. This disposer business rep- 
resented a retail dollar volume of $62,761,000 
in 1959, or a 13.2% increase over the previous 
year. Both dishwashers and food waste disposer 


units increased their saturation to 6.3% and 
9.5% respectively. 
Vacuum Cleaners. The vacuum cleaner busi- 


ness continues a steady, if undramatic, sales 
record. In 1959, 3,425,000 units were sold, rep- 
resenting a 3.9% increase over the 3,295,000 
units sold in 1958. This cleaner business repre- 
sented retail dollar volume of $314,244,000, or 
a 7.6% gain over 1958. 


Gas Appliances. Gas appliances also showed 
strength during 1959. Gas range sales totaled 
2,085,000 units—up 9.9% over the previous year. 
This was a business that amounted to $292,555,- 
000 at retail, up 12.8% from the previous year. 
As in the case of electric ranges, gas ranges 


in type. A total of 361,400 built-ins were sold, 
or a 56.1% increase over the 231,400 units of 
the previous year. The remainder of the total 
gas range sales, of course, were free-standing 
models, which showed modest 3.5% gains. 

Gas water heaters, unlike electric models, 
showed a gain of 12.8% for the year, with 
3,016,000 units sold in 1959. Dollar volume re- 
mains steady at $271,440,000. 


The Utility Survey. One of the surprising aspects 
of gathering national sales figures on major 
appliances is the close comparison between the 
figures presented above and the survey of utility 
companies shown elsewhere in this issue. 

In case of the utility survey, 225 companies 
supplied EM Week with their estimates of 
major appliance sales in their regions. These 
com-anies revresented 41,398,817 residential 
electric customers, or 81.8% of the nation’s 
wired homes. Projecting this 81.8% to 100%, 
or 50,600,000 wired homes, the sales of major 
appliances per thousand customers in the utility 
survey shows a quite remarkable resemblance 

Continued on next page 
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ELECTRICAL APPLIANCE MARKET DATA BY REGIONS continueo 


NUMBER 
~ 1959 UNIF SALES OF ELECTRICAL APPLIANCES 
South 


OF DOMESTIC 
CUSTOMERS 

Atlantie 

DELAWARE 


Delaware Power & Light Co 
(Northern Division) 

MARYLAND 

Potomac Edison Co 


Baltimore Gas & Electric Co......... 


DISTRICT OF COLUMBIA 
Potomac Electric Power Co 
VIRGINIA 

Virginia Electric & Power Co 
Appalachian Power Co 
WEST VIRGINIA 

Wheeling Electric Co 
Monongahela Power Co 
NORTH CAROLINA 

Duke Power Co 

Carolina Power & Light Co 
SOUTH CAROLINA 


South Carolina Electric & Gas Co..... 


GEORGIA 

Georgia Power Co 

Savannah Electric & Power Co 
FLORIDA 

Tampa Electric Co... . 

Gulf Power Co 

Florida Power Corp 

Florida Power & Light Co 


DEC. 31 
1959 
(Estimate) 


79,030 


144,900 
473,500 


404,260 


649,000 
432,700 


194,000 


610,000 
355,000 


158,000 


606,300 


131,000 

85,424 
229,485 
614,000 


(Actual) 
76,732 
141,374 
462,300 
394,133 


635,900 
430,425 


38,085 
192,225 


593,313 
349,328 


152,789 


588,132 
54,449 


124,018 

79,751 
211,421 
573,254 


Average 
KW-Hr. 
C’mptn 


3,679 
3,900 
2,692 
3,491 


3,847 
3,475 


3,100 
2,500 


5,050 
5,069 


4,950 


3,952 
4,050 


4,900 
4,275 
4,033 
4,231 


Refrig- 
erators 


6,000 


8,500 
40,000 


38,500 


2,450 
8,500 


30,000 
16,500 


25,000 


66,500 
7,500 


12,200 

6,000 
15,000 
55,000 


Ranges Ranges 
Standard Built-in 


1,000 1,200 


5,200 625 
—— J 


8,350 10,900 


——26,000—— 


1,000 350 
sso | mera 
28,000 15,000 
15,000 


5,000 5,000 
——-3/ que > 
2,500 1,000 


7,500 4,000 
1,750 1,200 
+—igue > 
<——34,000—— 


Water 
Heaters 


2,000 


4,500 
4,500 


2,380 
15,000 
300 
1,900 


55,000 
11,500 


12,000 


10,430 
1,500 


11,600 

2,200 
14,000 
60,000 


Freezers 


700 


Room 
Air Dehumid- 
Condit. ifiers 


3,500 700 


200 
3,500 


2,500 
17,500 


36,500 6,500 


10 
800 


Evapo- 
rative 
Coolers 


Auto. 
Washers 


1,000 5,500 


6,500 


Conv. 
Washers 


900 


10,000 


—jn 


37,600 


1,080 
4,500 


36,000 
15,000 


14,000 


37,600 
6,000 


11,000 

3,600 
10,000 
36,000 


5,850 


541 
3,100 


15,000 
1,000 


39,150 
500 


1,600 

800 
2,000 
5,500 


Washer- 
Dryer 
Comb. 


300 


Dryers 


3,500 


3,000 
6,000 


15,700 





"Including washer-dryer combinations. 


NUMBER 
OF DOMESTIC 
CUSTOMERS 


", 1959 UNIT SALES OF ELECTRICAL APPLIANCES 
hast 





1 ‘ DEC. 31 
South Central "ss 
(Estimate) 
KENTUCKY 
Kentucky Utilities Co........ 
Louisville Gas & Electric Co......... 
Kentucky Power Co. 
TENNESSEE 
Memphis Light, Gas & Water Div...... 
Knoxville Utilities Board 
Prisioi renn. Electric System 
Electric Power 8d. of Chattanooga... . 
Electric Power Bu of Nashville 
Kingsport Utilities . . 
ALABAMA 
Alabama Power Co 
MISSISSIPPI 
Mississippi Power & Light Co 
Mississippi Power Co. 


199,803 
171,700 


152,938 
68,534 
12,750 
74,700 

111,500 
19,000 


551,252 


154,000 


Dec. 31 
1958 
(Actual) 


195,694 
166,958 
80,500 


158,000 
67,165 
12,307 
73,209 

108,148 
18,450 


536,261 


151,000 
87,337 





“Including washer-dryer combinations. 


Average 
KW-Hr. 
C’mptn 


Refrig- 
erators 

tee 17,739 
3,110 a 
2,875 


3,850 
11,400 
10,300 
12,676 
11,450 

8,300 


11,000 
8,000 
1,200 
3,892 
9,100 
1,500 


3,989 } 34,300 


oss 12,500 
3,026 





Laie 
SAUER 2) SR 


Ranges 
Standard 


Ranges 
Built-In 


——10,144—> 
2,400 300 
2,300 
2 ee 

<—— 1,200 -> 
3,738 1,006 

<——7,050--> 
700 300 


900 


<——23,000——> 


<-— 9/500 ——> 
1,000 180 





Water 
Heaters 


3,927 
1,400 

600 
3,500 
1,200 
5,449 


6,200 
950 


11,000 


763 
357 


Freezers 


7,150 
1,000 
3,800 
4500 

800 
2,326 


3,100 
150 


18,600 


4,000 
1,080 


Room 
Air Dehumid- 
Condit. ifiers 


3,860 487 
2,000 200 
12,000 
7,500 

800 
7,365 
13,800 

300 


20,000 


4,600 
3,090 


Evapo- 
rative 


Coolers Washers 





Conv. 
Washers 


Auto. 


10,208 12,441 


9,500 2,200 
5,000 2,500 
Seo 1 ne 
5,444 1,386 


1,100 100 
31,000 10,400 


<> 8 ue 
2,050 450 


Washer- 
Dryer 
Comb. 


Dryers 
A HA a 
1,700 
1,500 
6,500 


3,161 


700 
4,900 


1,800 
460 





MAJOR APPLIANCES continuep 


to the official figures. 

Take refrigerators, for example. The official 
figure shows 3,750,000 units sold in 1959; the 
projected utility figure shows 3,542,000 sold in 
that In the case of electric ranges, the 
official figure for total range sales (both stand- 
ard and built-in) is 1,680,000 units sold in 1959. 
The utility report projected would show range 
sales of 1,568,000 units in *59—a very close ap- 
proximation. The official figure on water heat- 
ers is 740,000 units for ’59; utility figure would 
amount to 809,600 water heaters, or 16 per 
thousand customers. The official home freezer 
sales figure is 1,200,000 units; the utility figures 
show sales of 18 units per thousand customers, 
which, projected nationally, would amount to 
910,800 freezers. Our figure for room air con- 
ditioners is 1,800,000 for 1959. The utility sur- 
vey shows sales of 32 units per thousand cus- 
tomers, or about 1,620,000 units 

Washing machine sales, according to the offi- 
cial figures, total 4,010,000 for 
and conventional 


year. 


both automatic 
exclusive of 


washer-dryer combinations. The utilities report 


washers, but 


sales of 73 per thousand customers which, pro- 
jected nationally, would amount to 3,744,400 
washers. In the case of clothes dryers, the offi- 
cial figures show 1,425,000 units, whereas the 
utilities report sales of 22 units per thousand 
customers, or a total projected nationally of 
1,113,200 dryers. It is reasonable to suppose, 
too, that a number of straight electric utilities 
did not report on gas dryer sales in their com- 
munities. In the case of washer-dryer combina- 
tions, our figure is 200,000 units, but the utilities 
say that 5 units were sold per thousand cus- 
tomers which, projected nationally, would 
amount to 253,000 washer-dryer combos. 

On vacuum cleaners, the utilities seem off the 
beam—perhaps because of far greater difficulty 
in obtaining accurate figures from distributors 
and dealers in their area, or because of house 
to house sales activities. At any rate, the official 
figure is 3,425,000 units sold in 1959 and the 
utility reports show only about 2,430,000 units. 
They seemed optimistic on dishwashers because 
against our figure of 525,000 units, they showed 
708,000. They were low on food waste disposers 
The official figure was 785,000 units, but their 
projected figure would be 658,000. 
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campaign will be undertaken to teach consumers 
—and retailers, by the way—what stereo really 
is. Stressed will be this: Stereo will play mono 
records—and better than mono does. 


Scope of the campaign won’t be earth-shaking, 
however. Its budget won’t be large compared 
to the ad budget of the industry or of an indi- 
vidual major. The main medium will be print 
promotion and public relations. 


De-emphasis of nuts and bolts is hoped for by 
many makers. The two-piece thing is practically 
gone now. Portables are in effect one piece since 
auxiliary speakers actually piggyback on the 
changer unit in one way or another. 

Consoles are more and more one piece, with 
option of adding satellite speakers or no. 

RCA’s new satellite speakers are literally 
book-sized and are priced separate from the set, 
starting at $25. Tuck-away satellites like Philco’s 
and Sylvania’s will increase in importance. All 
but a few second speakers will be very very 
small and unobtrusive. 
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The wattage race will diminish too. Most makers 
are ready to go along—if the next guy will— 
with the new music power wattage ratings 
which should take some of the exaggeration out 
of the competitive sell. With exaggeration out, 
wattage may cease to be important in the sell. 


Three-channel confusion may diminish too. 
“May” is the key word since not all makers will 
get off that three-channel stump and there is 
a needling fear that others may go yet beyond 
three-channel in their claims. 

But, both RCA and Zenith, for instance, are 
using only “multi-channel” in describing their 
equipment potential currently. They may win 
converts. But the whole problem will not be 
solved until the word “‘channel” means the same 
to the record maker and to the set maker. 

Just as some makers had stereo all ways when 
there were four ways, key makers will have 
both two- and three-channel type goods in their 
lines until the cat finally does jump. 


e Space in the living room and the basic sep- 
aration needed for full stereo effect will still 
clash. In addition to satellite speaker option, set 
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makers will be delivering wider and longer 


one-piece cabinets in July. 


e Wider cabinets in some cases will provide 
record storage—now rare—and anticipate com- 
ing of tape cartridge decks in the manner of 
Stromberg’s big units. 


e Multiplex adapters in combination units will 
be stronger since standards may finally be set 
by the FCC by fall. 


e@ Drop-in tuners will be stronger this year 
since many makers made mistakes by putting 
the radio into the unit at the factory. Instead, 
though it may cost a bit more in tocling, fac- 
tories will pass the option to the customer who 
may buy or not buy his tuner as a step up ac- 
cessory at retail. 


e Look for bigger and better furniture. Moto- 
rola—with its Drexel success—has one upped 
itself and has Heritage cabinetry available in 
very high-end stereo starting at $1200. It must 
be custom ordered as is fine furniture. Capehart 


has gone the marriage route, too. Its bride: 
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Tomlinson. The offspring: a Signature series of 
cabinets inspired by Tomlinson’s Pavane and 
Sophisticate collections. 


@ Some makers fear the unit sale will continue 
down. Many purchasers are buying ‘“phono- 
graphs” and could not care less about the stereo 
feature. They’ll buy low in the line. 


e Combination units will be important again— 
they should equal this year’s 800,000 units—but 
will have to fight it out with the 3-way combos 
as people go all the way to the whole home en- 
tertainment mix in one single package includ- 
ing TV. 

There’s another Cheshire cat in the industry. 
His name is Ray Clevens and he works for 
Symphonic. He told us two years ago that in 
two years the stereo console would look like the 
old monophonic, would be priced like the old 
monophonic and would be sold as hi-fi like the 
monophonic was. He may yet be a prophet. 

In November, we lunched with a leading mer- 
chandiser who is hoping “‘we can go back to sell- 
ing high fidelity again and that stereo will be 

Continued on next page 





” ELECTRICAL MERCHANDISING WEEK 


ELECTRICAL APPLIANCE MARKET DATA BY REGIONS continueo 


OF DOMESTIC 1959 UNIT SALES OF ELECTRICAL APPLIANCES 


. NUMBER 
West 


MINNESOTA 


Otter Tail Power Co..... 71,397 71,500 
Minnesota Power & Light Co...... 56,300 55,779 
Northern States Power Co. & Sub. Cos. 579,000 565,428 
Red Lake Electric Coop., Inc......... 3,200 3,171 
Montana-Dakota Utilities 74,000 72,800 
Clearwater Polk Electric Coop., Inc... . 1,778 1,738 


IOWA 


Interstate Power Co... 87,400 85,992 
lowa Public Service Co...... 106,750 105,560 
lowa Electric Light & Power Co... .. 124,000 121,000 
lowa Southern Utilities Co bi 55,900 55,299 
lowa-Iilinois Gas & Electric Co....... 96,727 94,340 


MISSOURI 


Missouri Power & Light Co......... 55,700 54,631 
Poplar Bluff Bd. of Public Works. .... 5,300 5,058 
Lolla Municipal Utilities. . . et 4,000 3,850 
Empire District Electric Co..... 57,500 56,729 
St. Joseph Light & Power Co......... 34,800 34,364 
City Utilities of Springfield........ 31,500 30,450 
Union Electric Co. Pe ae 535,900 524,810 
Kansas City Power & Light Co....... 205,900 201,472 


NORTH DAKOTA 


Cavalier Rural Electric Coop., Inc..... 1,790 1,787 


SOUTH DAKOTA 


Northwestern Public Service Co. = 31,000 29,973 
Black Hills Power & Light Co 23,150 22,108 


NEBRASKA 


Consumers Public Power District... . . 97,900 95,947 
Omaha Public Power District........ 107,400 104,433 


KANSAS 


Bd. of Public Utilities, Kansas City... . 38,500 38,100 
Kansas Gas & Electric Co........... 135,902 135,083 
Western Light & Telephone Co., Inc... 39,900 39,355 
Kansas Power & Light Co........... 140,900 137,998 
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merely an added feature to the merchandise.” 


Finally, another executive showed us a survey 
which testified that he was the stereo leader in 
31 markets. He summed up the whole package 
for us: “I know how bad our business is. If we’re 
the leader, this industry must be in bad shape.” 


RADIO. Japanese competition has _ injected 
adrenalin into U. S. radio production lines. With 
automation they responded with an output of 
10 million home radios, highest since 1948. 

Retailers sold 9.2 million pieces of that pro- 
duction for the highest year they’ve registered 
since 1950. 

Retail units were up 15% over 1958 but vol- 
ume was up only 7%. And there is the rub. 

U. S. makers, to meet Japanese competi- 
tion, have had to bring prices down while driv- 
ing units up. In the year, prices of U. S. transis- 
tor portable radios came down $5 to $10. In 
cutting prices, U. S. manufacturers also reduced 
profit—their own profit, distributor profit and 
retail profit—on domestic transistor sets. In too 
many cases, it was more profitable for a dealer 
to sell Japanese goods at Christmas time over 
comparable U. S. goods. 


Nor were prices down in transistor portables 
only. U. S. makers in order to keep tables and 
clock radios attractive brought them down too 
one price bracket below those key brackets of 
previous years. This despite the fact that the 
Japanese are no particular threat to other areas 
of the mix than in portables. 


Speaking of mix—it’s changed sharply. Port- 
ables are now up to 45% undér pressure of 
competition from Japan. Most of the vear’s in- 
crease In units came in the portable area which 
went up one million pieces from 3.1 to 4.1 mil- 
lion units in 1959. Clocks held pretty much as 
they were—about 27% of the mix. Table models 
slid off to 28% from 34 of 1958 

Size of portables has become increasingly im- 
portant since Japanese invasion of that area. It 
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is now necessary to state whether portable 
means “shirt pocket” size, or ‘“‘coat” or “jacket 
pocket.” Unfortunately, there is no analysis 
available on the relative sales in the new 
measurements. 

Americans were—and are still—straining to 
get with the shirt pocket size. This year, Moto- 
rola came through with one made from Japanese 
components. G-E got one to market. Westing- 
house made a thicker-than-Japanese version. 
RCA just got under the Christmas wire with one 
that’s probably smaller than all U. S. makes 
with the exception of Philco’s original hearing 
aid size. 

More miniaturization is in the cards for 1960 

from the American lines. That’s for sure. And 
while all of the above made it in price between 
$29 and $39, there’s to be more price straining 
too as production gets into the thousands of 
pieces. 
In handling Japan, U. S. makers appear to be 
splitting into two groups. One is the “All Amer- 
ican” group. Their units are made here, of U. S. 
parts. The other is the group whose units are 
either made in Japan for U. S. brands or made 
here of Japanese components. 

Distribution can become a key factor in keep- 
ing the two separated. The latter group seems 
perfectly willing to say to Japan: You make 
the goods since we can’t beat your prices; we’ll 
distribute since you can’t beat our framework 
without undue cost to you. 

A service structure can also be supplied by 
the latter group. To Japan, this is desirable 
since, were makers there to set up their own 
U. S. network, their comparative price edge 
would vanish quickly. 

American dollars are what Japan wants most. 
It is of little concern to some Japanese manu- 
facturers whether this wish is fulfilled by dol- 
lars from U. S. radio marketers or from U. S. 
consumers. 

Shakeouts in Japanese radio brands are due, 
sav long range distribution students here. Trade 
sources say that some big Japanese brands 
(Hitachi, Sony, Toshiba) want their own names 
before the U. S. public. Other Japanese firms 


will be happy to do the behind-the-scenes busi- 
ness and make for U. S. radio firms—thus re- 
lieving themselves of the burden of distribution 
and service costs which big Japanese brands 
must inherit to hold position in the American 
market. 


Can the U. S. makers whip Japan? You can get 
both “yes” and “no” answers with little trouble. 
The “yes” people insist that U. S. industry is 
already doing so. 

Admiral president Ross Siragusa Sr. says in 
his year-end statement that the “Japanese sale 
of transistor radios . . . has just about reached 
its peak and should begin to level off during 
1960.’’ He says he is automated enough to com- 
pete now. 

RCA’s Pat Casella, executive vice president 
for consumer products, says in his year-end of- 
fering: “The Japanese, with their lower labor 
costs, have not hurt the American radio industry 
as much as was anticipated. Actually, this com- 
petition has served to stimulate the American 
radio industry to come up with innovations, new 
styling, miniature components and performance 
features that make it more difficult for foreign 
manufacturers to compete with us.” 

Philco, with a man just back from a long tour 
in Japan, is in there too with the belief that 
“there will be no more bombs from Japan.” 

Other voices can be heard, however. The big 
fear at the moment is that the check price— 
which in effect is a fair-trade price on the low- 
low for radios set by Japanese industry—can 
be wangled. Should this happen, the $12 and $14 
minimum, with which users of Japanese goods 
must compete, could drop. Some believe the 
check price will fall when U. S. industry gets 
sufficiently automated to threaten the Japanese 
position. Result: Cheaper pocket transistor port- 
ables from Janan. Like $19.95, for instance. 

New York key accounts are already looking 
for ways to break the check price. And it need 
not be said that these men can move mountains 
when there’s a merchandising medal at the end 
of the race. 

Manufacturers have bigger worries than check 
prices. Electronic Industries Assn. has its peti- 
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tion for relief for all of the U. S. electronic They’d find a ready market among the you- will see more activity in the field of FM. 


industry before the Office of Civil Defense Mobi- 
lization in. Washington. EIA would have the 
government slap official restraints on Japanese 
exports of electronic equipment to the United 
States. 

Defense industry facilities, says the EIA pe- 
tition, are being seriously hit by Japanese com- 
petition. If they keep pouring in electronic goods 
at lower prices than U. S. firms can manage, 
then U.S. firms will be hurt. Facilities for ulti- 
mate:defense production here will be hurt. 


How big is the Japanese invasion? According to 
EIA figures, total Japanese imports of electronic 
goods to the U. S. were $38.5 million in 10 
months of 1959 compared with $16 million in 
all of 1958. The total year figure could be $50 
million. 

Radios from Japan doubled in 1959. Imports 
of all types were up to 4 million pieces in 10 
months of 1959 compared with 2.5 million pieces 
for all of 1958. Japanese radios could hit 5.5 
million units in the 12 months of 1959. 

How big a piece is that? Of the 5.5 million, 
perhaps 20 to 25% would be re-exported, leav- 
ing perhaps 4.4 million radios of all types for 
sale here. Some 35% of those would count as 
“toys” (having less than three transistors) and 
tube types. Result: Three million Japanese tran- 
sistor portables of three or more transistors for 
U. S. consumption—or double the amount sent 
in 1958. 

Three million units would increase the Ameri- 
can transistor radio market by 75%. Japan has 
that much of a market now: the 3 million units 
of a combined Japanese-U. S. home radio mar- 
ket of 12.2 million units. 

Can Japan get more should the check price 
break?—Yes. The check price was set to keep 
Japanese makers from cutting each other up 
competitively. Japanese makers—smaller ones 
particularly—who need production or U. S. dol- 
lars could find a way to break it. (They are no 
less imaginative than the most imaginative U. S. 
merchant.) If a way is found, smaller makers 
could produce radios at a loss just to get the 
U. S. dollar. In short, the lid could come off! 








make-we’ll-distribute group of U. S. sellers. 

It’s already happening in the components 
field. A major U. S. firm is distributing raw 
Japanese transistors and electronic components 
through a division which competes with another 
division which distributes the U. S. brand goods. 
Japanese transistors are available to U. S. cus- 
tomers at 50 cents while U. S. transistors are 
still struggling to crack through the 60-cent 
barrier. 

Raw transistor production in Japan is a real 
worry to U. S. observers. An EIA spokesman 
calls it “phenomenally up” in five months of 
1959: 26 million units compared with 27 million 
in all of 1958. And facilities are still expanding. 
(U. S. raw transistor production was 66.6 mil- 
lion in 10 months of 1959 compared with 35.9 
in the same 1958 period.) 


So what’s in store for 1960 for U. S. retailers? 
Several things. More Japanese radios for one. 
Even if the Messrs. Siragusa and Casella are 
right, the Japanese have another year of straw- 
berry sundaes. 

From U. S. makers, you’ll see more pressure 
for more and smaller and cheaper transistor sets 
with U. S. automation. U. S. makers insist they 
can beat the Japanese on quality of performance 
all day, any day. If RCA, for instance, or G-E, 
or anybody with a shirt pocket unit, could crank 
up enough production of their small units to 
pay for tooling quickly, you’ll see price breaks 
and competition at $29.95 in 1960. 

Elsewhere in the mix, you’ll see some won- 
drous styling efforts coming in early spring to 
entice the U. S. consumer into tables and clocks 
again—at better tickets to make up for war 
chest profitless production in transistor port- 
ables. 


Then there’s FM! Everybody says FM is about 
to take its biggest breath in ten years. Among 
these is Tony Dillon, sales manager of Roland 
Radics, who says it more colorfully using the 
jet age metaphor: “FM is thundering down the 
PU We Se es +4 
Less colorful is 


Zenith’s comment that 1960 





Most specific is Herbert Frank of Granco who 
says that in 1959, industry produced and sold 
over a million FM receiving devices. He means 
over 500,000 AM-FM and straight FM radios 
and over 500,000 FM tuners in phono combina- 
tions. 

Granco alerted the industry to FM again by 
scoring heavily with a $29.95 FM-only radio 
and following with a $19.95 FM tuner which 
jacks into practically anything with a speaker 
and an amplifier. Granco expects to do 100,000 
pieces of the latter in 1960. 

Over 15,000,000 FM receiving devices are in 
use at preseut, Frank says. He also points out 
that there were 665 FM stations on the air as of 
midyear—up from 571 of 1958. EIA figures show 
that FM’s high was in 1948 when 750 FM sta- 
tions were broadcasting. 

FM in new forms will be coming through from 
industry in the spring lines of radios. You’ll see 
many efforts to hit the middle ground between 
the Granco low and the Zenith high. Full table- 
model units with dual speakers will be shown by 
several makers in the $39—they hope—bracket. 


Multiplexing is next. Multiplexing means stereo 
broadcasting from a single installation. One leg 
of the stereocast comes on the main carrier; 
the other leg on a sub carrier. Single installation 
stereocasting differs from the simulcast stereo 
being delivered today from a combination of 
two facilities over two separate stations. Simul- 
cast reception means two receivers or a dual 
channel amplifier and two speakers just as does 
stereo from records. Typically one is tuned to 
AM, the other to FM. Result: Stereo on the air 
Multiplexing eliminates the need for the sec- 
ond transmission facility. One station can do it 
and stereocasting becomes more feasible and 
cheaper. The consumer, however, still 
either the split amplifier and two speakers for 
good stereo separation—or two receiving units 
Two radios, for instance, or one FM receiver 
with a multiplex adapter which unscrambles 
the stereo leg of the puts it 
through a second separated speaker. Multiplex 
Continued on next page 
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broadcast and 











NUMBER " 
\ OF DOMESTI 
Kast CUSTOMERS 
a | 
North Central "3" "3" 
(Estimate) (Actual) 
OHIO 
Ohio-Midland Light & Power Co....... 16,200 15,303 
OE ES a re 172,039 168,616"™ 
RD ae ee ar ree 523,800 511,875 
Cleveland Electric Illuminating Co.... 498,600 486,248 
Columbus & So. Ohio Electric Co...... 239,717 230,776 
Cleveland Dept. of Light & Power..... 48,000 47,483 
Dayton Power & Light Co........... 233,024 227,674 
Bie TP Re ie eran” 400,000 395,000 
INDIANA 
Indianapolis Power & Light Co....... 189,250 183,384 
Public Service Co. of Indiana, Inc..... 326,000 320,869 
Southern Indiana Gas & Electric Co.... 61,200 61,830 
Municipal Electric Lighting & Power.. 14,054 13,790 
Indiana & Michigan Electric Co....... 257,500 249,619 
ILLINOIS 
Central Illinois Light Co............. 106,211 105,256 
HHMNONE POWOT UG. concer ccc bees eces 308,300 304,922 
Central Ill. Electric & Gas Co........ 56,000 55,035 
Commonwealth Edison Co........... 1,818,600 1,774,206 
Central Illinois Public Service Co..... 198,800 196,300 
MICHIGAN 
ET ORO UO coos so cava de ves 1,152,000 1,135,024 
Wyandotte Dept. of Municipal Service . 12,050 12,044 
Consumers Power Co.............. 763,511 746,402 
Upper Peninsula Power Co.......... 27,000 25,738 
Board of Water & Light, Lansing...... 41,000 40,488 
Michigan Gas & Electric Co.......... 17,400 16,800 
WISCONSIN 
Wisconsin Electric Power Co......... 448,000 438,376 
Lake Superior District Power Co...... 17,250 17,207 
Wisconsin Public Service Corp....... 145,147 142,282 
Madison Gas & Electric Co.......... 44,628 43,028 
Wisconsin Power & Light Co......... 169,714 164,365 








NUMBER 
A\ 4 r Ty | OF DOMESTIC 1959 UNIT SALES OF ELECTRICAL APPLIANCES 
: CUSTOMERS 
‘ : SN AEDS RRNA AEE AME A IN OLR SSR ORE ISSCC: RRB i 
& ®6 DEC. 31 Dec. 31 Avera her- 

“ yu { h ( Cnn : ral 1959 1558 KWH | Refrig- Ranges Ranges Water 7 Dehumid- ae Auto. Conv. a 

(Estimate) (Actual) C'mptn erators Standard Built-in Heaters Freezers Condit. ifiers Coolers Washers Washers Comb. 
ARKANSAS 
Arkansas Power & Light Co.......... 263,300 257,982 2,524 18,000 2,700 1,800 1,200 7,100 14,000 100 200 19,000 7,000 900 
Arkansas-Missouri Power Co......... 34,250 34,008 2,580 2,600 600 450 406 700 800 ie Dis 1,800 200 200 
LOUISIANA 
Southwestern Electric Power Co...... 173,000 167,340 2,840 14,343 ae 3,615 500 8,780 11,381 13,712 3,341 734 
Louisiana Power & Light Co......... 212,100 203,959 ; 16,000 2,000 2,500 1000 13,000 18,000 14,000 §,000 1,200 
New Orleans Public Service, Inc...... 156,500 154,841 3,404 22,000 <—3,000—— Bae oF 24,000 20,000 4,000 500 
OKLAHOMA 
Public Service Co. of Oklahoma...... 218,000 213,803 2,700 17,520 .. <——6,515——> 700 7,095 11,320 <-—16,320--—> 
Oklahoma Gas & Electric Co......... 291,300 287,009 2,615 25,000 3,200 4,000 600 5,500 8,000 12,000 
TEXAS 
Gulf States Utility Co.............. 251,438 246,274 3,558 15,000 6,875 5,625 2,400 5,000 30,000 100 50 9,000 5,400 2,000 
Texas Electric Service Co.......... 273,100 264,800 3,348 15,000 3,280 4,720 80 11,000 12,000 =. Seg Seats 12,500 1,100 900 
Electric Dept., City of Austin........ 52,842 50,823 3,600 Lact ee oye ia ARS Ae es Ue ey 
Central Power & Light Co........... 200,000 195,625 3,296 18,000 4,500 2,000 3,000 6,248 14,000 Te 12,700 6,000 1,200 
West Texas Utilities Co............ 91,500 88,161 2,900 4,400 2,000 1,000 250 1,200 2,500 4,250 2,500 ee vas 
Dallas Power & Light Co............ 221,000 211,348 4,352 24,414 2,356 6,105 80 4,166 28,319 12,810 17,516 1,311 1,318 
Community Public Service Co...... 72,000 68,856 3,150 oi ans ie aed ine ia ge i 
City Public Service Bd., San Antonio... 159,650 155,974 2,907 13,313: <—3;219———> 725 3,972 14,194 0 13,623 12,205 2,501 768 
Southwestern Public Service Co... . 149,800 144,357 2,945 12,900 4,863 1,515 1,068 8,001 1,930 cee aan 14,300 
E! Paso Electric Co. Serre 75,868 3,600 9,000 1,200 2,400 3,700 3,000 600** 0 8,000 eye 
Texas Power & Light Co eae 305,450 3,083 28,000 4,300 3,200 725. 11,900 rue pe WS et oH ae 
Houston Lighting & Power Co........ 407,000 395,000 4,900 32,000 2,200 7,400 450 9,500 70,000 3,000 3,500 1,500 














Refrig- 
erators 


900 
11,000 
34,300 
36,500 
19,902 


16,000 


19,980 
3,291 


5,000 
17,000 
4,000 
145,000 
11,148 


70,000 
60,000 

1,000 

2.960 
21,000 
3,000 
3,200 
4,000 








Tincluding washer-dryer combinations. 
**Including sales to commercial customers. 


ELECTRONICS = continuep 


adapters can also bring stereocasting through 
a stereo-radio combination phonograph. 
Multiplexing could boom the radio business 


as soon as the people understand stereo enough 
to understand stereocasting. Ultimately, multi- 
plexing—both FM multiplexing and AM multi- 
plexing are coming—could obsolete all the ra- 


dios in use: some 145 million. 
Holding multiplexing back is the 


Federal 


Communications Commission. It demands one 
standard for multiplexing for the entire broad- 





cast and receiver industry. Presently FCC has 
several—down from some 20 earlier this year— 
multiplex systems under scrutiny. Blessing for 
one is due in 1960—and multiplex equipment as 





Ranges Ranges 
Standard Built-in 
200 400 
3,700 4,000 
10,725 5,200 
6,700 4,200 
5,304 3,527 
150 tine 
7,465 1,690 
17,500 4,500 
<—— 7,400 —— 
8,500 ae 
1,104 121 
<——19,800—— 
1,000 600 
<— §,700—— 
500 500 
1,200 4,000 
<—— 3,976 -> 
18,000 8,000 
——23,000-—> 
750 25 
2,050 467 
9,000 4,000 
2,100 675 
1,000 650 


3,120 1,040 
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1959 UNIT 


Water 
Heaters 
200 
1,200 
3,100 
2,900 
1,851 
3,090 
7,500 
3,601 
4,278 
270 


7,800 
500 
400 

5,000 

2.130 

15,000 
17,000 
850 
815 

6,000 

3,000 

300 

1,900 





Freezers 


100 
2,500 
9,450 
7,100 
2,105 


5,785 


3,085 
1,240 


3,000 
5,500 
1,000 
16,000 
5,201 


12,000 
15,000 
140 
856 
6,500 
3,200 
975 
2,650 





a retail business can take its first steps. 


So in 1960, keep your eye on the table radio 
business. It should be up about 15% in units 
under pressure from FM and up in dollars per 
unit too. Clock radios look like they’ll hold their 
own. Domestic transistor portables appear to be 
ready for a 12% increase in units, and Japanese 
units will be—well—just up! 








Condit. 


300 
2,000 
4,500 
9,500 
5,364 

55 
3,025 


3,200 
1,736 


2,000 
5,000 
1,500 
30,000 
4,184 


10,000 
6,000 


1,000 
450 











Dehu- Evapo- 

mid- rative Auto. 
ifiers Coolers Washers 
50 ah 300 
as ... 22,000 
4,700 ot oe 
9,900 ite. 
eel ; 16,504 
4940 ... 18,755 
4,000 0 6,000 
1040 ... 3,108 
1,500 me 7,500 
4,000 Reet 9,900 
2,000 dy 4,000 
17,000 10,000 56,000 
pe 8,917 
22,000 
3¢. “ea 
3,475 
10,000 w0. 20,000 
1500 ... 4,000 
1,000 Wits 2,500 


2,750 


Conv. 
Washers 


250 
7,500 
12,900 
4.102 


4,285 


2,000 
1,340 


1,500 
9,400 
1,500 
38,000 
6,392 


48,000 
1,000 
930 
15,000 
2,000 
925 
1,640 
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Washer- 
Dryer 
Comb. 


75 
1,000 
1,550 
2,380 

850 


875 
700 
219 
400 
1,500 
4,500 
686 
3,500 
10 
325 
1,000 


350 
225 























Dryers 


500 
6,500 
15,000 
13,100 
9,884 
350 
12,350 
22,000 


4,600 
1,135 
21,700 
7,500 
8,000 
1.200 


24,200 
5,290 


10,000 
14,000 
450 
2,212 
12,000 
4,000 
1500 
2.500 


Dryers 


3,000 
500 


3,000 
4,000 
1,700 


3,450¢ 
4,000t 


6,500 
6,400 
4,200 
1,000 
2.873 
1,354 
7,000t 
1,300t 


6,000 
5,700 






HOUSEWARES conrtinuep From P. 45 


Among the first to be exploited was the deep- 
fat cooker-fryer. Promotional selling jumped 
sales from 500,000 units in 1950 to 2,650,000 
units in 1953. Then the promotional efforts were 
withdrawn, and cooker-fryer sales plummeted 
down to less than 500,000 units in 1958. 

Then came the rotisserie-broiler. 
with approximately 15,000 units in 1951, yearly 
sales rose to 1,400,000 units in 1955. Many more 
hundreds of thousands of rotisserie-broiler units 
undoubtedly were sold since 1955, but EM Week 


Starting 








JANUARY 18, 1960 

























REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 
| Food Dehu- Evapo- Food 0. Dealers Did Co. Plan To 
Vacuum Dish- Waste _—‘Tele- Refrig- Water Air = mid-  rative Auto. Conv. Vacuum Dish- Waste Tele- | Serving Merchandise In 
| Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit. fiers Coolers Washers Washers Dryers Cleaners washers Disposers vision | Territory In 1959 1960 
300 200 500 500 95 25 22 15 8 1 eis 35 60 25 90 : 15 75 50 No No 
on tee aa 100 49 19 19 3 1 0 és pe 32 100 Py slats 80 250 No No 
13,000 2,700 6,600 Oe 98.5 46.2 14.6 12.8 6.3 3 31.8 63.6 21.7 83.5 3.6 7.7 ren 740 Yes Yes 
28,100 5,300 7,400 58,900 96.3 28.9 11.9 14.2 6.5 4.4 45.9 42.9 21.8 95.2 6.8 9.6 95.2 665 No No 
ack 5% Sen Se 92.2 30.8 8.8 14 10.8 45 45.8 J VA Wer 331 No No 
—s ae Ae at is 12.3 via ae —] th ete es 9.8 ~ os Ae ve 130 No No 
8,875 2,545 2,890 22,650 92.2 30.0 16.5 19.2 7.4 4.7 53.5 50.8 cra | 83.7 6.3 7a..) 100s 600 Yes! Yes! 
f a Sai wars hs 60 28 35 an 800 Yes No 
8,000 2,375 3,500 7,500 97 38.5 17.6 19.7 9 6 45 50 18.8 90 6.4 7.5 94 180 Yes Yes 
ae ae sii oe ett 51.5 32.6 900 No No 
1,391 120 174 4,501 98 38 26 wes Bas vo 
vale es on its aus 25 No No 
70.2 44 46.3 345 Yes Yes 
6,000 300 1,200 92 28 10 15 10 10 38 60 30 88 4 6 75 280 Yes Yes 
oa ae Pate ae mete 32 23 21 12 xy 13 mee 442 Yes* Yes* 
ia 400 1,000 6,000 98 17 1] 19 15 “ee Erie 40 aes 14 Ske Parl. a 100 45 No No 
164,160 11,000 12,000 300,000 91 16 6.1 Sa S2ae 5.8 v4 34.2 = a A 9.6 81.5 4 4.5 91 2,000 No No 
r.! 645 + 15,070 98.6 30.4 21 20.9 14.8 10.5 84.7 683 No No 
6,500 95,000 98 40 11.8 14 12 3 30 63 20 88.5 5 10 88 950 Yes Yes 
ee oer Sree Ba as ada pas ies ah AS ae: Stn et pa 78 No No 
ee ieee ab <a 97.3 49.1 33 24.3 2 Le 34.6 50.4 10.9 oe 3 5.4 87.4 1,700 Yes Yes 
350 40 25 1,400 90 49 39 4 8 92 10 95 Z 2 60 70 Yes Yes 
3,355 5,624 98 87 30 27 35 40 45 36 96 99 46 No No 
ae hee 98.5 30 35 8 12 50 50 18 96 90 51 Yes Yes 
9,000 2,500 6,000 45,000 99 40 26 20 9 15 0 38 61 23 95 5 11 98 800 Yes Yes 
rete iets e aes 94 50 60 18 Mets 2 14 77 11 70 5 4 53 122 Yes Yes 
Le 850 1,000 are 96 36 27 19 5 6 21 73° 15 ae 6 7 90 506 Yes Yes 
2,000 400 550 5,500 97 33 8 15 8 13 36 52 17 79 aS 9 93 40 Yes Yes 
2,500 500 500 wer 98 40.3 33.2 29 3 4 25 65 19 80 2.6 3.3 90 487 Yes Yes 





* Limited 









(1) In rural non-gas territory only 








































REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 
NR RS EERE AT AS ARAN LI ERNEST: HE RS EOE L EERE EE ENE URES SE LEG TLE OE 
Food Room Evapo- Food 0. Dealers Did Co. Plan To 
Vacuum Dish- Waste Tele- Refrig- Water Air Dehumid- rative Auto. Conv. Vacuum _Dish- Waste Tele-| Serving Merchandise In 
Cleaners washers Disposers vision erators Ranges Heaters Freezers Condit. fiers Coolers Washers Washers Dryers Cleaners washers Disposers visiom Territory In 1959 1960 
17,000 1,500 1,500 30,000 96 29 5 33 27 l 2 38 59 9 90 5 5 89 1,200 No No 
oe 300 300 oe 95 38 21 19 12 50 40 8 5 5 98 Yes 
2,331 1,575 16,448 97 10.5 2.1 22k BaD 47.9 sed 4.2 4.6 ae 82.3 419 No No 
, 5,000 3,000 16,000 96 16 8 40 40 44 44 14 Sala 11 6 86 600 No No 
4,700 3,600 2,000 32,000 97 3.8 16.8 25.6* 54.4 22.3 5 43.1 6.8 5.8 93 113 No No 
2,228 ne 21,080 97 23.1 1.3 15.4 36 —%§) ——> 8.1 6 oa 80 500 No No 
1,500 1,500 36,865 97 17 1.4 14.9 23 28.3 8.6 2.4 2.3 80 680 No No 
12,500 5,500 5,500 18,000 $3 28 7 28 26 20 10 10 50 1 1 83 400 Yes Yes 
se 3,400 2,800 18,000 ne 18.2 1 28.6 22.8 Ate .-* tee Bee 11 er 8.7 aba 400 No No 
ie 4 art base 100 13 ~ 20 25 0 20 45 40 15 95 - 7 80 75 No No 
ee 1,700 1,700 21,000 89.8 18.1 46 19.9 19.7 36 8 33.2 6.3 es 3.9 c 4 76.3 430 No No 
1,500 2,000 2,000 bed 91 23 8 17 4 69 <-— §2——> 4 65 4 5 62 300 Yes Yes 
ER 8,279 115731 33,494 97.1 25.6 l 17.1 46 95 22.3 11 16.8 17.3 100 180 No No 
pe od nels zs oe er ee ey abe one Wer By aa =e = 300 Yes Yes 
2,096 1,215 27,964 95 24 29 32 25 51 6 8 67 10 15 92 152 No No 
2,847 18,300 Pp) ee Ne ee 5s 4% Fae ae 5 375 No No 
1,000 14,000** 97.2 36.3 30.9 23.9 3 85 6.5 6.4 85 82 Yes Yes 
2,500 eg Sas 95 17 l ies 45 Oe aioe 13 7 aa 91 800 No No 
6,300 6,800 47,000 95 12 1 23 40 5g 55 35 10 10 12 85 560 No No 
BEER ELAS IN eat toe ee omental 
*BASED ON USERS TWO UNITS PER USER 
discontinued reporting on this product, because Portable mixers, coffeemakers and steam of the day, and as a result there is a plethora 


of the chaotic conditions within the field. It was 
a popular item which enjoyed steady consumer 
demand, but merchandising practices of man- 
ufacturers, retailers, and distributors handling 
these units were so unethical that even the 
public became skeptical when deluxe models 
with suggested retail prices set at $79.95 were 
advertised in metropolitan areas for as little 
as $19.95 and $29.95. 

This appliance, probably more than any other, 
was responsible:ifor much of the present price 
confusion in the electric. :howsewares industry. 










irons, to a lesser degree, got the “treatment” in 
1954 through 1956. 

Then came the frypan-skillet. This product 
was parlayed from 1-million units sold in 1954 
to over 6-million in the peak year of 1956. 


It was also a decade of manufacturers strug- 
gling for survival through full-line supremacy, 
and many a well-known brand name disap- 
peared in a wave of mergers which hit the 
electric housewares industryzas well as all other 
industries. Mergers;motcyet over, were the order 


of similar items within the hands of dealers 
which sometimes serve only to confuse the 
dealer as well as the public. In many instances 
not all the products bearing a manufacturer’s 
trade name are made by that manufacturer. 
Rather, they are farmed out. 

Trans-shipping; catalog house selling; stamp 
plan merchandising; super market and variety 
store outlets; loss-leaders and pre-dating be- 
came terms common to the industry. 

The final blow came in 1958 with the aban- 

Continued on next page 
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ELECTRICAL APPLIANCE MARKET DATA BY REGIONS contnueo 


NUMBER 


OF DOMESTIC 


CUSTOMERS 


DEC. 31 Dec. 31 
1959 1958 
(Estimate) (Actual) 


Mountain 


ARIZONA 

Salt River Power District 

The Tucson Gas, Elec., Light & Pow. Co. 
Mesa City Utilities.......... 
Arizona Public Service Co 

WYOMING 

Montana-Dakota Utilities Co 

Lower Valley Power & Light, Inc 
Cheyenne Light, Fuel & Power Co..... 
Powell Municipal Distributing Lines. . . 
MONTANA 

Beartooth Electric Coop., Inc 

The Montana Power Co 

Yellowstone Valley Electric Corp 
IDAHO 

Idaho Power Co...... 

Northern Lights, Inc ae 
Weiser Water & Light Dept....... 
UTAH 

Provo City Power. . ans 
Utah Power & Light Co.) 
Telluride Power Co. | °°" 
Payson Municipal System. . 
COLORADO 

Y-W Electric Association Inc... 
Colorado Central Power Co...... 
Fort Collins Light & Power Dept... 
Lamar Light & Power Dept..... 
Loveland Electrical Dept . 4,100 
Public Service Co. of Colorado 273,444 
Trinidad Municipal Power........... 3,235 
Poudre Valley Rural Elec. Assn.. . 4,500 
Union Rural Electric Assn... . 3,000 
Colorado Springs Dep’t of Public Util.. 36,500 
Southern Colorado Power Co.’.... 42,550 
NEVADA 

Sierra Pacific Power Co 

Ely Light & Power Co 

Elko Lamoille Power Co.. 

Southern Nevada Power Co.. of 
Truckee-Carson Irrigation District. 
NEW MEXICO 

New. Mexico Electric Service Co.. . 
Springer Electric Coop., Inc... 
Roosevelt County Electric Coop., Inc. 
The Raton Public Service Co 

Otero County Electric Coop., Inc 

Mora San-Miguel Electric Corp., Inc... 
Public Service Company of N. M.. . 
Gallup Electric Power. . 


63,164 
5,990 
142,000 


5,672 
133,941 


5,303 
3,058 
14,053 
1,340 


15,430 
1,350 


1,847 
125,113 
2,450 


112,000 
3,200 
1,870 


109,548 
3,123 
1,700 

9,700 

.... 204,000 

1,600 


9,661 
197,500 
1,550 


3,512 
29,724 
7,570 
2,600 


3,453 
27,574 
6,889 
2,440 
3,900 
263,303 
3,213 
4,236 
2,700 
31,300 
41,810 


35,800 
2,500 
2,170 

28,000 
2,062 


33,350 
2,545 
2,117 

26,180 
2,022 


9,620 
1,815 
8,120 
2,386 
2,816 
2,100 
83,406 


9,281 
1,822 
1,779 
2,364 
2,630 
1,990 
79,841 


62,943 
59,160 


Water 
Heaters 


Refrig- 


Ranges Ranges 
erators 


Standard Built-In Freezers 
4,500 700 1,800 400 1,500 
2,700 500 300 300 700 

400 50 50 10 50 

12,500 3,500 5,000 1,200 5,000 


207 130 40 35 180 
60 50 15 70 30 
820 385 160 67 319 
40 20 15 af 8 


6,000 3,700 2,100 1,400 


2,200 


7,500 6,000 2,500 6800 5,000 
50 60 10 70 70 
85 70 30 100 


628 


13,000 
100 


160 
325 
800 
100 
200 
26,200 


20 


2,002 





1,190 
1,992 


866 bic fe 
50 25 
275 90 
i“ - 60 
26 31 
20 12 





*Figures also include those of the Western Colorado Power Co. 


Percentage figures given are estimates, and unit sales figures do not.include mail order houses and jewelry stores. 


ELECTRIC HOUSEWARES continueo 


donment of Fair Trade with its resultant retail 
price debacle. 


In 1959 serious efforts were made by responsible 
manufacturers to stabilize retail prices, and to 
find answers to some of the more perplexing 
problems concerned with discount selling and 
the diminishing distributor and dealer profits. 
Sunbeam, for instance, announced its consign- 
ment experiment on the West Coast. Dormeyer 
instituted a controlled distribution program 
reported to be a successs (EM Week, 
and General Electric announced a 
not paying co-op allowances on cut 


which is 
Nov. 30): 
policy of 
ads. 


Many 


price 
manufacturers are watching the con- 
signment selling program with interest. ““‘When 
and if it becomes national and begins to have 
some effect upon the competitive picture,’ one 
observer the larger companies 
may adopt some sort of controlled distribution 
of a similar nature.” 

Reactions to this experiment of Sunbeam’s 
on the plus side: “It guarantees local supply;”’ 
“Price control at wholesale level is highly bene- 
ficial.” On the negative side: “It is extremely 
expensive;” “The disadvantage to a distributor 
is extreme 


says, “some of 


because it keeps him being 


on his toes guarding against obsolescence and 
against price differentiations;” “It involves the 
manufacturer in unnecessarily high distribu- 
tion costs through possible state taxes, which 
have to come out of someone’s profits. Also, it 
relegates the distributor and in many ways the 
dealer to being a non-creative part of the busi- 
ness. The whole responsibility rests upon the 
manufacturer, while the distributor becomes a 
warehouser only.” 

Still another opinion: “It removes whole- 
saler’s functions in part, jeopardizing the future 
of the distributer in electric housewares selling; 
and under this system a manufacturer may 
force location of merchandise without a true 
index of demand.” 

And finally on the positive side: ‘““Manufac- 
turer has complete control of the merchandise 
all the way down to the dealer level, assuring 
himself of loyak ands active agent distributors, 
as well as adequate stocks at all times.” 
Predating has been prevalent in the house- 
wares industry for a good many years. Many 
manufacturers have dating programs twice in 
a vear, with merchandise shipped in the first 
part of the-year payable around May the 10th, 
and fall goods delivered from June on payable 
around December 10th 

This practice has many 


drawbacks, and un- 
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Condit. 


500 
500 
250 
4,500 


60 
43 
5 


500 


200 


1959 UNIT SALES OF ELECTRICAL APPLIANCES 


Dehu- 
mid- 
ifiers 


Evapo- Washer- 
rative 


Coolers 


Auto. 
Washers 


Conv. 
Washers 


5 3,400 
1,200 

250 

10,000 


4,700 
1,500 
200 
12,000 


1,600 
1,000 

100 
3,000 


80 300 
son 20 ne 
| mee FS 355 
10 40 bs 


125 


7,500 


2,000 11,000 


60 
50 


393 


30 

20 
150 
5 —- 100 





doubtedly has contributed substantially to 
trans-shipping of products. Also, there seems to 
be a growing tendency to re-dating, which is 
bad both for the manufacturer and the distribu- 
tor. Handled properly, it takes into considera- 
tion problems of the dealer and distributor, but 
does not take away his rightful responsibility 
of ordering intelligently and selling according- 
ly with enthusiasm. 

One. pitfall many manufacturers find is that 
they have to restrict or hold down the volume of 
goods going to a good wholesaler, because of 
credit risks. 


Inventories in 1959 are reported well under 
control except for a few seasonal products, and 
items such as-fans are likely to be in short sup= 
ply. Reason: Manufacturers who start making 
seasonal items like fans in December have to 
have steel enough for sizeable production. If 
they run short, this will result in 
prices on gray market goods, and 
shortages with fewer early bird deals. 


increased 
possible 


1959’s “Hottest.” 
steam irons, 
the majority 


Can 
percolators 


openers, hair dryers, 
and hand mixers got 
“hottest” 1959; 
and a look at the accompanying table will show 
how accurate these predictions were. Anothe 

product, whict field, got two or 


vote as items in 


is new in the 
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REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 
Dehu- Evapo- Food jo. Dealers ‘Did Co. Plan To 
Air mid- ative Auto. Conv. Vacuum _Dish- Waste Tele- | Serving Merchandise In 
Heaters Freezers Condit. ifiers Coolers Washers Washers Dryers Cleaners washers Disposers vision | Territory In 1959 1960 
18 20 1 75 40 55 10 60 8 10 90 87 No No 
5 4 re Pe ae avie Fiala wy cen ee 70 50 No No 
10 20 a 50 50 30 10 60 15 20 95 28 No No 
19 11 ge 80 60 30 7 10 10 85 450 No No 
60 2 re 4 60 40 50 98 25 10 80 16 Yes Yes 
42 1 van ra 28 24 21 70 16 14 70 i No No 
12 4 a 2 7.5 25 15 90 4 5 98 15 Yes Yes 
7 No No 
50 ove ee ce 10 70 5 60 2 re 60 30 No No 
“ee ee ia ee oe ay ae 504 No No 
77 he es pte 31 62 35 20 No No 
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three mentions, and that was the air purifier. 


The steel strike. The electric housewares indus- 
try was not materially affected by the steel 
strike. Most manufacturers were able to con- 
tinue to produce the majority of their items in 
good quantity, even though it was necessary to 
resort, in some cases, to paying premium prices 
for certain kinds of gray market steel. And, 
with the settlement of the strike, there is no 
logical reason why there should be any addi- 
tional hardships from steel shortages. 

True, steel prices have gone up—gray steel, 
that is;.but all other materials are headed up- 
ward too. Even plastic and glass have been 
hiked in price. 


Japanese housewares. Reaction concerning the 
possible entry of foreign countries, particularly 
Japan, into the American housewares market is 
mixed. 

To date all agree there has been no significant 
influence in Japanese quality appliance lines, al- 
though some effects have been felt in promo- 
tional goods, particularly in the chain stores 

Foreign entry into our electric housewares 
picture is now regarded as more of a threat 
than anything else. 

“What they have been able to do in other 
industries, with a smali foothold, should cer- 





tainly be a warning to us,” said one observer. 

“Perhaps one of the greatest dangers to our 
own industry is the fact that today United 
States homes are accepting Japanese-made 
products because they find they are good. No 
longer is there a feeling that a Japanese prod- 
uct is cheap and shoddy. If we are not awfully 
smart, we will be hurt by Japanese products 
just as they are now hurting the domestic 
transistor radio field.” 

To date it is agreed, we have seen few Jap- 
anese electric housewares items that American 
homemakers would buy; it is also agreed that 
it would be difficult even for the Japanese to 
compete with some of our pricing practices on 
American electric housewares in the past couple 
of years. The threat is there, however, particu- 
larly on standardized items, and not to be 
ignored. 

All foreign countries lag behind American 
producers in design; they may not come up 
with original concepts, but they will no doubt 
copy our designs. 

“If the time arrives when the Japanese are 
able to enter into the quality appliance field 
with acceptable designs that will pass Under- 
writers’ Laboratories approval, which it will not 
be difficult for them to obtain when that time 
comes” one manufacturer warns, “we may well 
see a good many of our manufacturing opera- 





tions transferred out of this country into Japan.” 


The quality image. In an economy where con- 
sumers more than ever before are indulging 
their desires for the most expensive, the most 
luxurious, in all types of equipment for the 
home and for the enrichment of their family 
life, paying top prices for automobiles, re- 
frigerators, TV and stereo equipment, motor 
boats, cameras and other luxury items, there 
is a serious discrepancy in present-day con- 
sumer attitude toward electric housewares. Re- 
sponsible manufacturers are giving a second 
look at the practices within the industry which 
have caused this situation. 

In no other industry has the margin of profit 
been so dissipated that a consumer hesitates to 
buy because he doesn’t know just what the 
lowest “going price” will be tomorrow. 

As a result of price fluctuations at retail and 
lack of good local promotion and selling efforts 
with no apparent known established values for 
these otherwise quality products, electric house- 
wares prestige image is threatened. 

“Quality housewares are retaining their image 
with consumers, otherwise the industry could 
not consistently show the sa:es increases shown, 
but drastic steps must be taken on an industry- 
wide basis if this image is to be maintained.” 

Continued on next page 
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ELECTRICAL APPLIANCE MARKET DATA BY REGIONS contnueo 


NUMBER = 
OF DOMESTIC 1959 UNIT SALES OF ELECTRICAL APPLIANCES 
CUSTOMERS 


DEC. 31 Dec. 31 Average Room Déftu- Washer 


ee 
} yang if ic 1959 1958 KW-Hr. | Refrig- Ranges Ranges Water Air mid- Evaporative Auto. Conv. Dryer 
(Estimate) (Actual) C’mptn | erators Standard Built-In Heaters Freezers Condit. ifiers Coolers Washers Washers Comb. 


Dryers 
CALIFORNIA 
California-Pacific Utilities Co.*...... 
Pacific Gas & Electric Co. .......... 
Dept. of Water & Power Los A 
Burbank Public Service Dept......... 
California Electric Power Co......... 
San Diego Gas & Electric Co 
Bureau of Electricity, Alameda 
Southern California Edison Co...... 
Sacramento Municipal Utility Dist... . . 
Glendale Public Service Dept 
Riverside Public Utilities 
Imperial Irrigation District 
Anaheim Dept. of Light, Water, Power. . 
Modesto Irrigation District 
Turlock Irrigation District 
OREGON 
Portland General Electric Co 
Pacific Power & Light Co 
Lane County Electric Cooperative... . 
California Oregon Power Co 
Eugene Water & Electric Bd 
WASHINGTON 
Puget Sound Power & Light Co....... 
Public Utility Dist. 41, Smondmish Co. . 
Seattle City Light es 7 
Tacoma Dept. of Public Utilities 
Pacific County P.U.D. No. 2......... 
Franklin County P.U.D.............. 
Okanogan County P.U.D. No. 1.. 
Clark County P.U.D. No. 1.......... 
Benton County P.U.D. No. 1......... 
Inland Power & Light Co............ 
Mason County P.U.D. No. 3..... 
Grays Harbor P.U.D. No. 1.......... 
Chelan County P.U.D. No. 1 
Grant County P.U.D. No. 2.......... 
Lewis County P.U.D. No. 1 
Cowlitz County P.U.D. No. 1......... 
Washington Water Power Co 
ALASKA 
Ketchikan Public Utilities......... 
Matanoska Electric Assn 
Chugach Electric Assn 
BRITISH COLUMBIA 
Brit. Columbia Elec. Co., Vancouver. . . 
British Columbia Elec. Co., Victoria. . . 
British Columbia Power Comm...... 
HAWAII 
Hawaiian Electric Co.** 
Hilo Electric Light Co........... 14,680 
Lahaina Light & Power Co......... Laie 1,294 2,825 Sins 
Maui Electric Co., Ltd... 8,550 8,555 3,275 397 + 

v8 SEAS SS TSN GE MAILE SE 2 

“Merged with Southern Utah Power Co 


**Above totals do not include 2,148 ranges, 2,148 heaters, 2,148 refrigerators, 600 dryers, and 600 automatic washers sold and installed in Capehart project homes, serviced and billed on.rates other than residential. 


26,570 
1,567,000 
776,035 
30,500 
88,700 
266,997 
14,300 
1,341,000 
127,664 
44,100 
26,271 
23,100 
22,500 
23,200 
17,200 


26,165 
1,513,635 
757,581 
30,114 
82,539 
248,397 
13,967 
1,287,895 
120,071 
43,150 
24,687 
22,538 
19,446 
22,600 
16,982 
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2,397 | 59,000 == $c (lose S700 fae ane 52,759 2,790 a | oe 
2,600 290 140 80 12 25 ae 250 280 30 55 90 
2,850 5,000 525 1,100 500 300 3,200 1,800 4,100 100 200 ~=1,000 
2,968 | 24,000 1,500 7,000 2,500 6,500 4,500 6,500 23,500 2,200 1,250 2,750 
2,460 250 200 200 5 150 . Be 300 50 100 250 
2,468 | 170,000 <——59,000---> 10,000 30,000 17,000 50,000 38,000 
3,797 | 14,800 3,507 5,639 2,445 3,519 9,244 4,225 9,282 
2,200 se <—10,000:-— 10 Gp. ier ir 
3,150 lea 350 600 20 ‘ii 
1,400 350 200 200 250 


14,174 1,440 2,600 
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3.919 
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2,000 a ee Fe 


221,200 
217,500 
4,830 
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24,500 
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54,000 
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6,025 
5,975 
7,000 
29,100 
10,300 
8,250 
5,889 
18,050 
14,000 
10,900 
10,282 
19,700 
130,860 


187,269 
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spearheaded an investigation into these ills. 
Says he: “Interesting examples of how the 
average retail price of electric housewares have 
failed to follow the price pattern of other in- 
stick.” “Packaging might help make electric dustries are as follows, figures taken from EM ‘“‘We believe this business is due for a complete 
housewares more desirable to retailers because Week’s January 1959 statistical issue: overhaul. While this business has grown from a 
they then become self-sellers. But the prob- 1949 1958 tiny segment of the economy in the 30’s 
lems go deeper—they are a sickness in the in- Toasters 17.45 18. 3% up into a major factor in thousands of peoples lives 
justry that must be solved so that we can bring Coffeemakers 27.95 18.95 30% down who today depend upon it for a living, the busi- 

reasonable profits for retailers and whole- Portable Mixers 18.50 9% up ness operates on a horse-and-buggy level in an 
alers alike who want to live in this business at Bed Coverings 24.95 30% down era of jet engines. The same techniques used 
profit.” Refrigerators ae 320. 25% up in the 30’s to sell a few toasters are still being 
her words, the Autos (Low- used today to sell hundreds of thousands, even 
priced 3) 1071. 2600. 143% up millions of units. 


A distributor’s viewpoint. ‘In our business to- 
day,” opines one distributor, ‘“‘too many people 
are doing things and not enough people are 
thinking about long-term problems. 


ELECTRIC HOUSEWARES continuep 


“Inereasing suggested retail prices is not the 


answer, because these increases would not 


back 


res onable 
“attainment of a reason- 
yf stability in re-sale pricing would 

to the electric housewares 


than anything else.” 
»st-or-below-cost advertising, if continued, 
will eventually destroy the gift- or prestige- 
image which the public now has of electric 
housewares It will also tend to destroy public 
confidence in the value of these otherwise high 
quality items.” 


To find the answers to some of these problems, 
the Electric Housewares Section of NEMA 
under the supervision of Arnold O. Wolf, the 
1959 chairman of the section, and vice presi- 
dent and general manager of Hamilton Beach, 


“These facts point out,’ Wolf said, “that profit 
is being unnecessarily sacrificed by manufac- 
turers, distributors and dealers, even though 
costs have continued to rise just as in other in- 
dustries.” Wolf further explained that aver- 
age wages alone, for manufacturers have in- 
creased 77.3% since 1949. 

According to Wolf, we are headed out of the 
pricing chaos: “Fortunately for all concerned,” 
he says, ‘“‘many retailers have finally realized 


that profits are not always the direct result of 


sales; that electric housewares can be so badly 
priced that the greater volume sold the greater 


number of dollars lost.” 


“In addition to the many left-over practices 
from the 30’s there are outlets such as hardware 
and electric wiring concerns who are in the 
business merely as a sort of pastime. In the ‘big 
business’ which electric housewares has devel- 
oped into, there is no excuse for responsible 
manufacturers to sell prestige brands to dis- 
tributor outlets doing only $20,000 or $30,000 
a year. These people have no stakein the busi- 
ness, they have no organization to sell house- 
wares as they should be sold; they merely sell 
housewares as a by-product. These are the 
people who make possible trans-shipping and 
special pricing because the small business they 
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REPORTING UTILITY 
PERCENT SATURATION PLANS ON 
MERCHANDISING 
Food Room Evapo- Food No. Dealers _ Did Co. Plan To 

Vacuum _Dish- Waste Tele- | Refrig- Water Air Dehumid- rative Auto. Conv. Vacuum Dish- Waste  Tele- Serving Merchandise In 

Cleaners Washers Disposers vision j|erators Ranges Heaters Freezers Condit. fiers Coolers Washers Washers Dryers Cleaners washers Disposers vision | Territory In 1959 1960 
2,860 325 225 —s § Oe 66.5 69 24.6 Aa rey wa 82 48 18.5 988 9.5 87 672 120 No No 
... 36,000 37,000 170,000 | 91.1 26.7 10.1 184 164 14.9 «+—888——> 19.4 10.5 9.2 918] 2,608 No No 
Te ... 83,079 | 95.8 10.6 36 143 4 ine 66.5 20 7.5 cr Sse a 400 No No 
45 125 450 | 98 26.4 2.0 8 15 =a 20 = 45 40 10 92 oS ae 92 17 No No 

ere 600 ‘s —<. 2 oe 45 WS 22 13.1 oe > ae 8.2 8.4 ee ru 125 Yes Yes 
15,000 3,000 8,000 41,000 eS sad ‘aoe ike ris et bay. eae os ine ae ee ea sa 450 No No 
250 200 200 700 | 97 36.0 2 9 5 ase i) 40 15 97 3 2 96 5 No No 
... 32,000 .... 150,000 | 91 17.5 4 14.5 5 = 15 ns me 9 8.5 ae 1,000 No No 
5,233. 7,153 17,473 | 99.6 319 10 23.9 123 awe tee 693 6B ae: was, ee 106 No No 
vas “bis a 6 30 2.5 pe) ves hen 60 No No 

90 42 5 ans ee ‘Se i we eo as sia ibis iis na 24 No No 

95 40 25 22 40 oe ae 50 5 80 10 10 70 50 No No 
Sas han yeas ae atk ee wee ie eis No No 
50 No No 

25 Yes Yes 
4,500 ... 20,000 | 98 84 78 31 The 6s (oe 33 46 re Ch 90 300 No No 
.-» 4320 1608 31,320 | 9% 80 75 30 2 Fis i Peas na ae 90 10 ae 90 640 No No 
10 6 4 300 | 90 55 90 25 1 1 1 10 50 30 65 5 5 90 20 No No 
1,277 350 5,000 76 72 fats ay soe a eee Fins ous Ste eas 175 No No 
ni bee mee er No No 
ors ws ee 15,000 | 95 82 82 32 hae sre ace a 37 42 Pa 10 3 85 275 No No 
2,000 1,500 400 3,000 | 92 92 85 15 ” aati | l 40 45 45 85 30 15 75 186 No No 
aa ae ae Oe 91 75 20 va. =F <a os a re ca iin 2 124 No No 
... 2,000 2,200 14,000 | 98.7 8.1 829 335 ree es ooo Gb, SIR 3A. SF 2198 173 & 135 No No 
50 30 25 100 } 83 66 66 28 ee ee is RK ae 70 12 2 45 15 No No 
iin re ie Poe ee oo 1 OO 96 88 26 11 aan Sie 34 33 82 10 6 85 10 No No 
100 25 10 150 | 90 90 60 20 5 Are > @& 60 40 70 5 5 75 50 No No 
1,000 300 200 2,000 | 97 90 85 26 aes act's <Toe 40 32 90 8 4 90 35 No No 
ie aie ey S 85 90 25 28 10 53.81 10 21 15 15 85 6 No No 
ee oe ... $100 82.8 77.6 56.4 9 ee ..» 443 35 15.8 18 83.2 an No No 

30 4 242 | 80 80 80 30 ars aie ee 35 1 1 77 5 No No 

vie ae aks a4 oe 78.4 80.2 20 35% Sai ae ae eat oe ss 60 40 No No 
290 173 151 620 } 99 84 83 22 6 ves 6 40 59 18° 81 5 2 75 28 No No 
‘in es ae sig hee = naa 26 No No 

27 No No 

via ae van en os = as i cas ae y alsicee gin a oe nc re e ee 55 No No 
6,500 1,500 800 . 11,500 | 96 91 91 34 7 sae os 35 48 91 19 14 87 380 No No 
50 10 10 20 | 90 70 90 15 5 ae ie ee 10 50 75 10 10 25 5 No No 
30 oe istla 55 | 95 50 70 30 a eae eee 60 25 10 5 1 95 6 No No 
40 18 9 80 | 91 52 45 42 aha ed 55 5 35 75 10 10 90 6 Yes Yes 
ve 856 333 18,404 | 86.3 49.8 30.2 8 Rio ae oo, eae - Oe SP 2.1 1 85 475 No No 
1,920 58 21 4,300 | 89.4 so 11S lU ee ee <2. 3 oe 6.5 te 1.1 1.1 §=86 112 - No No 
1,500 100 100 5,000 } 50 30 40 10 1 ad ck ae 10 20 90 2 1 15 300 No No 
oar 1,571 1,500 11,000 | 96 58 58 16 2 68 20 10 60 8 8 95 130 No No 
125 30 50 600 } 95 56 53 36 2 46 43 6 47 7 5 73 30 No No 
vial AMS ei ape 91 87 33 2 ar one ee 45 2 20 15 5 75 9 No No 
117 25 34 451} 95 59 425 18 roe ae apa ae 52 1 35 3.9 3 63 10 Yes Yes 
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Go is not important enough for them to protect. 

“At the manufacturing level there are too 
many free rides; too many manufacturers en- 
tering into private grand negotiations in order 
to get a free ride through their own distribu- 
tion facilities. The market is flooded with a 
plethora of similar items to confuse and con- 
found not only the dealer but the public as well. 
This year it is can openers which are available 
through probably 25 or 30 or more manufac- 
turers. Only a few are made by individual man- 
ufacturers. Rather they are bought through cen- 
tral sources and sold through their existing 
facilities. The same is true of electric blankets, 
toasters, irons and a host of other items. Manu- 
facturers have no real stake in the business in 
too many instances. Everyone copies everyone 
else and the total result is chaos and a bewil- 
dering array of the same kind of item with very 
little individual identity. 

“The American public is eager for new things. 
Witness, they respond to every new thing; a 
spray steam iron, an electric skillet, a can open- 
er, and so forth. 

‘What distributors need is a closer relation- 
ship with manufacturers; a greater sense of dig- 
nity in our business; franchises that are long- 
termed; a weeding out of the evil of multiple 





distribution; and a statesmanlike program from 
manufacturers. 

“There is still a brilliant future in this busi- 
ness if manufacturers present such a program 
and are willing to back their plans to the hilt 
by setting up distribution policies and retail 
policies which, while they may have some prob- 
lems in the beginning, will eventually reap a 
rich reward of loyalty and energy—a commo- 
dity not too freely available to manufacturers 
at present.” 


1960 Predictions. Everyone seriously concerned 
with the long-term welfare of the electric 
housewares industry is looking toward 1960 
with a great deal of hope and enthusiasm. The 
concensus is that it will be a good year for unit 
sales: “at least 5 or 10% better than 1959.” 

“1960 will be the best year in history for the 
electric housewares industry if for no other 
reason than the fact that every economic indi- 
cator points generally toward an excellent busi- 
ness year.” 

In 1960 it is further anticipated that there 
will be greater stabilization of the industry at 
retail levels, as all segments of the industry 
learn that it is necessary to make a profit to stay 
in business. 


“As small dealers and secondary stores are 
being wooed back into the picture, this should 
make a healthier picture, although a frustrating 
one because they do not help promote products 
at local levels.” 


The development and introduction of new prod- 
ucts is regarded of primary importance in 1960: 

“Innovation is the secret for ’ continuing 
growth in the electrical housewares industry. 
Introduction of new products like the electric 
can opener and the electric floor scrubber will 
be more prevalent in 1960. Items such as these 
will establish sizeable sales increases in various 
categories.” 

“Long range increases,” opines another leader 
in the field, “are going to depend upon the de- 
gree of really advanced design research that 
the industry can bring to bear.” 

On the other side of the coin we also have 
predictions that competition is going to be 
tough, primarily .because promotional activity 
on the part of the dealer is lacking. “Dealers 
will sell other goods on which they can make 
more profit; therefore, until we find a way, to 
make this business more profitable to the whole- 
saler and retailer we will not get enough pro- 
motional effort in the local market place.” 
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1. Use it as a basic tool in forecasting your 
1960 goals. Before you can make any plans for 
the year ahead, you must have a clear idea of 
what business will be like—clear enough so that 
you can set a realistic goal for 1960. This sounds 
harder than it really is. The first step is to read 
the industry forecast on page 32. You’ll note 
that the McGraw-Hill Dept. of Economics pre- 
dicts an industry-wide gain of 5.9% in 1960. 
Simply apply this against your 1959 results. 
With this figure as a base, adjust up or down 
depending on local conditions. Take into ac- 
count any changes you plan to make in your 
business and also any special local problems 
(the level of manufacturing activity in your 
area,, unemployment, etc.). Your chamber of 
commerce can fill you in on these conditions. 


9 


2. Use it to set quotas on individual products. 
Now that you have an idea how big your over- 
all volume is going to be, the next step is to 
break this figure down into quotas for individual 
products. Work out a separate quota for each 
product by using the manufacturers’ forecasts 
on page 33. Check each of these against the 
market study for that product (pages 40, 42 
and 44). The background information in these 
three market studies may lead you to adjust 
individual product forecasts. After you’ve. done 
that, total up all the forecasts and compare 
them to the overall forecast you prepared in 
Step 1. If there’s too big a difference you’ll want 
to reconcile the two figures—and you’ll be in 
good shape to do just that after having read 
the material in this issue. 


ELECTRICAL MERCHANDISING WEEK 











3. Use it to establish month by month sales 
goals. Suppose you plan to sell 120 refrigerators 
in 1960. How many should you sell in January 
to be sure you’re setting a )yace which will pro- 
duce 120 sales by the end of the year? How 
many in the first quarter ... in the first half... 
and in each month of the year? The answer’s 
simple if you use the seasonal selling charts on 
page 38. Apply the percentages shown there 
against your year’s quota and you'll find you 
should sell eight in January and March, seven in 
February and 12 each in June, July and August. 
Work out. these:figures and you’ll always know 
whether you’re meeting. your quotas. If you 
begin to lag behind this pace you can step up 
your selling efforts on this product. You'll find 
seasonal charts for 17 products on page 38. 

















Here Are NINE Ways 
You Can Make 





‘This Issue Work For You 





4. Use it to spot changes in demand for spe- 
cific items. You could do this by close study of 
the Manufacturers’ Sales Chart on page 34— 
but you would need a comptometer, lots of time, 
and a great deal of background material.* So 
we've made it easy for you by preparing de- 
tailed market studies on major appliances (page 
40), consumer electronics (page 42) and elec- 
tric housewares (page 44). Here you’ll find all 
the latest trends outlined clearly and concisely. 
Read the electronics market study, for one ex- 
ample, and you’ll realize instantly how com- 
petition from Japan has altered the course of 
the industry—and why foreign competition will 
continue to be important in the year ahead. 


5. Use it in picking growth items to push dur- 
ing the year. Very few tables will ever tell you 
as much “at a glance” as does the saturation 
chart on page 59. Use it to make sure that you 
are devoting enough time and effort to capital- 
izing on low saturation, growth appliances. For 
example, it may seem to you that the dish- 
washer has been around for years and can’t re- 
ally be thought of as a growth product. If that’s 
the case, you’ll be surprised to learn that only 
6% of wired homes have this appliance—and 
you may very well want to devote more at- 
tention to dishwashers. 


6. Use it as a yardstick measuring your sales 
results. Are you getting your full share of sales 
on each product you handle? There’s a simple 
effective way to get an answer to this vital 
question. Turn to the utility study on page 60. 
Let’s suppose your store is in Connecticut, that 
you're satisfied that you’re getting your share of 
a staple business like refrigerators. Let’s also 
assume you sold 116 refrigerators last year. Now 
look at the summary chart on page 61 and you’ll 
find that Connecticut dealers sold 58 refrigera- 
tors per 1000 customers. For our purpose here 
forget the “per 1000 customers” phrase and, in- 
stead, consider 58 as an index to sales of other 
appliances. Here’s how. Since your 116 refriger- 
ators are just double the Connecticut refriger- 


ator “index” of 58, your range sales should also 
be twice the Connecticut index (or twice 29 
which is 58). Similarly you should sell 32 room 
air conditioners (twice the index of 16), 92 
automatic washers (twice the index of 46) and 
250 TV sets (twice the index of 125). Of course 
your refrigerator sales won’t always be double 
the refrigerator index. But the principle is the 
same: secure a base percentage by working your 
refrigerator volume against the refrigerator in- 
dex for your state, and then apply this percent- 
age against the indexes of each product. 


7. Use it to check your trade-in operation in 
1959. Don’t just “accept” trade-ins—set up a 
plan for replacement selling which will enable 
you to handle this business intelligently. It’s 
easy, if you refer to the Replacement and 
Trade-in Survey on page 36. Here’s what to do. 
First, check the six-year table on page 36 and 
note how trade-in patterns have developed for 
each product. Use these patterns to forecast 
the amount of trade-in business you should ex- 
pect to handle. For example, the chart shows 
that although 70% of washer sales are replace- 
ments, only 48% involve a trade. If you’re 
accepting trades in three out of four sales the 
chances are that you’re “taking” trades you 
don’t have to. Second, use the survey to find 
out how other dealers dispose of their trade-ins. 
The chart on page 37 shows that 43.8% of 
washer trades are resold. If you’re junking 70 
to 75% you’d better double-check. 


8. Use it to keep up with what’s going on in 
the industry. Did you, for example, know that 
the TV industry expects to double its sales of 
three-way combinations next year? Or that the 
new 19-inch tube is likely to take a sizeable 
share of the TV market in 1960? Or that the 
Japanese took 43% of the transistor portable 
radio market? Or that over a million FM- 
equipped sets were sold in 1959? Do you know 
what the major design trends were in each 
major appliance field? And did you know that 
business in can openers reached really boom 





proportions in 1959? What do these develop- 
ments mean to you? You’ll find the answers to 
all of these questions in the market studies on 
pages 40, 42 and 44. Only after studying 
these searching product reports will you be 
ready to complete your plans for the year 
ahead—and begin to cash in on the Golden 
’60’s. 









































9. We’re making it easy for you to use this 
fact-packed Statistical and Marketing Issue. 
Whether you’re a dealer, a distributor or a man- 
ufacturer, it will serve as a statistical yardstick 
for everything you do during the year. That’s 
why you'll certainly want extra copies for your 
office manager, accountant, sales managers and 
everyone else on your staff who has any re- 
sponsibility for plotting your marketing plans 
in the year ahead. And you can get them be- 
Cavwse ... 


EXTRA COPIES OF THIS 
REPORT ARE AVAILABLE 









N-O-W! WEEKLY SERVICE 


for Appliance Dealers, Suppliers 


Every Monday you will get— 
1. Spot Buying Intelligence 
2. Spot Marketing Intelligence 
3. Spot Merchandising & Selling Intelligence 


— Plus — 


New Product & New Sales Aids Information 
industry News 
Merchandising Service 


— NOT Forgetting — 
HOW TO — 


V Advertise V Operate a Profitable Service Dept. 
V Hire, Train & Pay Salesmen V Pick a Store Location 

V_ Handle Trade-Ins V Take Advantage of Tax Laws 

V Run a Promotion V Organize Your Records 


NEW SUBSCRIPTION ORDER 


Enter my subscription for 
ELECTRICAL MERCHANDISING WEEK for 3 years for $4 
(1) Check here if you wont 1 year at $2 
(] Please bill me 


[-] Business Address 
EF BPOU CIIGED  searsndiniecinessesienstennsipsnioignsereesentenssonscsstinpthaniienstte ° 


COPAPANY NAME cnccoscreicsccsccsscssescsnesnssesesscsesesenees 


Above rates for U. S. and U. S, Poss. Dirs., Dept. Stores, Utilities, Appliance 
Mfrs., Mfrs. Reprs., Furniture Stores, Contractors-Dirs., and Distr.-Whisrs. Only. 


CANADA: $6 for 1 year; $12 for 3 years. (Canadian or U. S. Funds). 


LATIN AMERICAN AND ALL OTHER COUNTRIES: $15 for 1 year. 
E-1/18/66 
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if you 


[] Retail 
[|] Wholesale 
[|] Manufacture 


Appliances 

Radios 

TV 

Hi-Fi and components 
Records 

Lawn & Garden Supplies 
Furniture 

Floor Covering 


. «. join with the 40,000 other marketers in reading the late, verified news of the week in 
ELECTRICAL MERCHANDISING WEEK 


E-1/18/60 


No 
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McGRAW-HILL PUBLISHING CO., INC. 


Electrical 
Merchandising Week 


330 WEST 42nd STREET 
NEW YORK 36, N. Y. 
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NEW PHILCO HIGH FIDELITY 
SPEAKER STEREO 














with TWO 


onvertible 
Speakers! 



































4 SPEAKERS INSIDE 


Plays as a self-contained four-speaker high 
fidelity with all four speakers inside the cab- 
inet. Convertible speakers may be lifted out 
to give full stereophonic effect and custom- 
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SUGGESTED UP TO 24 FT. STEREO 
LIST SEPARATION WITH 
MODEL 1617 CONVERTIBLE SPEAKERS 


ON EITHER SIDE 


Now Philco gives you 
7 stereo mode/s you can 
custom-fit to any room in 


the home. Priced from $159” Famored fer Quality the Worl Over 













SPECIFICATIONS 
Amplifier — Philco high fidelity dual-channel 


stereophonic amplifier. Transformer-powered 
push-pull output with 12-watt peak. 
Control Center — Attractive control panel with 
separate, calibrated controls for treble tone, 
bass tone, loudness and balance. Function 
control switch for Stereophonic or Mono- 
phonic records. 

Deluxe Multi-Mix Record Changer — Plays all 
speeds. Intermixes 10” and 12” records auto 
matically 

Lightweight tone arm—With dual-needle stereo 
pickup. 


























Dimensions—26” high, 214” wide, 15%” deep. 
Cabinetry — Contemporary style in walnut or 
mahogany finish. 

Exclusive Convertible lift-out speakers — for 
custom stereo in any room. 
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PRODUCTS 


FEATURES THIS WEEK 


Westinghouse 1960 refrigerator and range lines e 
Gibson Freezer e Thermador built-in oven e Hoover 
cleaner e Uropa refrigerators e Graflex recorder 
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WESTINGHOUSE Refrigerator Line: Center Drawers 


Two frost-free refrigerators, RAA16 
and RAA1I4, featuring glide-out cen- 
ter drawers, 4 separate storage zones, 
pace the Westinghouse 1960 12-model 
line. Center-drawer units in 16- and 
14-cu.-ft. capacity feature a drawer 
which can be opened without open- 
ing regular refrigerator or freezer 
sections, containing 2 compartments, 
one a 21-lb. low-temperature meat 
keeper which keeps fresh meat un- 
frozen for 7 days; the other a %%-bu. 
capacity crisper. The 16-cu.-ft. model 
also provides specialized storage for 
beverages, baby foods or fruits. 

These areas are cooled with Cold 
Injector system: air is drawn over 
a coldplate, forced into refrigerator 
and meat keeper by circulating fan, 
and operates continually unless door 
or drawer is open. 

Upper portion of the unit is a re- 
frigerator with glide-out shelves, 
ecg storage drawer. Beneath center 
drawer is a separate home freezer 
with roll-out baskets, ice cube serv- 
er. Separate temperature controls 
are available for refrigerator and 
freezer sections. Color panels of tex- 
tured vinyl on steel can be changed 
in minutes on both center-drawer 
models and another 2-door unit, 
RDAI13. 

In addition to RAAI6 and RAAI4 
center-drawer Custom Imperial 
Frost-Free models, the Westinghouse 
line includes RBA16, Imperial Frost- 
Free, 2-door 16.1-cu.-ft. model with 
10.7 refrigerator, 190-lb. freezer, cold 
injector meat storage, egg shelves, 
twin crispers, slide-out multi-posi- 
tion shelves, cheese and butter com- 
partment, glide-out freezer basket 
and shelf; no coils on back; 90-deg. 
door opening in colors. RBA14 Im- 
perial 2-door, 14 cu. ft. with 9.4 re- 


frigerator; 161-lb. freezer; cold in- 
jector and same interior as RBA16 
except size. RDA13, Custom Deluxe, 
2-door, 12.6-cu.-ft model with 101- 
lb. freezer at top, 10-lb. 7-day meat 
keeper, glide-out shelves, twin crisp- 
ers, no-coil on back, 90-deg. door, 
package and can dispenser freezer 
door, magnetic doors. 

RJA12, Supreme, 11.7-cu.-ft. model 
has 9.6 refrigerator and 75-lb. freez- 
er with handy loading door, cold in- 
jector, twin crispers, butter compart- 
ment multi-position shelves, 90-deg. 
door, cabinets in color. 

RLA11, Premier, 11.4-cu.-ft. model 
has 9.3 refrigerator, 75-lb., flash de- 
frosting freezer, full width crisper, 
butter compartment; 90-deg. door, 
multi-position shelf. RLA13 and 
RMA11 Diplomates have 12.7- and 
1.4-cu.-ft. capacity with 75-lb. frozen 
storage; RLA19 and RMAO9 Embas- 
sy models have 9.l-cu.-ft capacity 
with 50-lb. freezers. Westinghouse 
Electric Corp., Columbus, Ohio. 


CENTER-DRAWER FROST-FREE REFRIGERATOR 
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WESTINGHOUSE 1960 Ranges: Cleanability 


Easy cleanability and simple opera- 
tion keynote the 11 model free- 
standing Westinghouse range line 
for 1960. All models have lift-off 
oven doors and plug-out elements; 
surface units are also easily removed 
for cleaning and the control knobs 
can be removed for quick cleaning 
of control panel. 

All have rotary-type controls 
which permit dialing any degree of 
heat; top models have automatic sur- 
face units, controlling heat so accu- 
rately that all types of utensils, even 
glass, may be used. 

Another top model feature in 30- 
and 40-in. series is Serv-Temp Roast 
Guard to keep roasts at selected de- 
gree of doneness and at serving tem- 
perature with no loss of flavor; top 
models also include rotisseries. 


Custom Imperial 40, a double oven 
40-in. range has above features plus 
a timing center built around clock; 
master oven can be turned on or off 
at preset time; thrift oven has its 
own control to bake or broil while 
larger oven is used as_ rotisserie 
etc.; automatic grill with own con- 
trol, plugs into appliance outlet; au- 
tomatic surface unit prevents over- 
cooking. 

Custom Imperial 30 has _ single 
oven with lift-off door, look-in win- 
dow; full width drawer; surface and 
oven signalites; plug-out surface 
units, timing center and Roast Guard. 

Other features on most models in- 
clude Miracle Sealed oven; spread- 
even heaters; divided platform with 


.no-drip edge. Westinghouse Electric 


Corp., Columbus, Ohio. 
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GIBSON FREEZER NO. G-316 FO! 


GIBSON Freezers 


A 16-cu.-ft. upright freezer No. G- 
316 FOl has been added to the Gib- 
son line. 


Design features include Gibson’s 
new diamond embossing on the door; 
trim line styling which permits flush 
to wall installation; the new model 
has 556-lb. capacity with 18.5-sq-ft. 
shelf area. 

Other features include Gibson’s 
freez-flo freezing system of 5 freez- 
ing shelves: 4 freezing side plates 
formed of one continuous sheet of 
aluminum, to give more than 5750 
sq. in. fast freezing surface, accord- 
ing to the manufacturer; deep door 
shelves; juice racks; door lock; and 
scotch yoke compressor. 

Available with right- or left-hand 
door; exterior dimensions are 66 in. 
high, 29% in. wide and 28% in. deep. 
Like all other Gibson freezers, the 
unit has double warranty covering 
food spoilage and the refrigeration 
system. Gibson Refrigerator Div. 
Hupp Corp., Greenville, Mich. 





HOOVER Cleaner 


A new version of Hoover’s deluxe 
upright “Convertible” cleaner No. 67 
is announced. Styled in 4-color de- 
sign of light and dark fawn and pear! 
white with gold, it retains the “auto- 
matic shift” and rear conversion. 


Automatic’ shift is accomplished 
through a 2-speed motor. that pro- 
vides normal speed for regular floor 
cleaning and a higher speed for 
straight suction; converter for attach- 
ing cleaning tools clicks into»place at 
rear and provides. an easy way to 
move cleaner along behind; simpli- 
fied arrangement on brush roll or 
agitatoer™ permits brushes to be re- 
placed without replacing entire brush 
roll; new rubber compounds and a 
23% greater cross section area in belt 
give long life; nylon. bristles. 

Cleaner has aluminum handle for 
easy carrying; vinyl outer bag; dirt- 
finder light; wrap-around furniture 
guard and 8 throw-away bags. 

Tools include aluminum extension 
tubes, double-stretch hose, bare floor 
brush, dusting brush, crevice tool, 
furniture nozzle, converter, blower. 
The Hoover Co., North Cantan, Ohio. 








ap UUW 





TT ial 
et 


THERMADOR Built-In 


Exhaust Oven 

WOI8ARH series oven, with integral 
exhaust blower, needs only single in- 
stallation and 1l-wiring hook-up; fits 
standard 24-in. cabinet; 18x19%-in. 
interior; motor switch on front-trim 
frame above lower edge of hood is 
concealed; switch controls exhaust 
motor except when broiling; blower 
motor goes on when thermostat knob 
is turned to broil—exhaust system 
automaticaily operates when broiling 
or rotisserating; hood covers remov- 
able, washable, stranded aluminum 
filter; air discharges through back; 
collar for standard 4-in. pipe pro- 
vided; 2-speed, 3-spit rotisserie, 
standard; stainless steel, Canyon cop- 
per, yellow, pink, turquoise, or white. 
Thermador Electrical Mfg. Co., 5119 
District Blvd., Los Angeles 22. 










JANUARY 18, 















NEVER BEFORE AVA/LABLE 
| BUILT-IN 
WALL REFRIGERATOR 
SPOT REFRIGERATION WHEREVER DES/RED 
5 Easy 


SOP 


installation... 







































Form aperture to 
prescribed dimensions 


Lead electrical current to 
base front of aperture 





Plug in and slide recessed 


: Linda Ferrule, Morphy-Richards home economist, introduces 
model into place 


the Astral built-in wall refrigerator — silent servant 
for. diving, working and entertaining. 


~ 


A NEW LUXURY-—a brand New Profit 


GET THE FACTS ON THE NEW ASTRAL 
DRAMATIC 15 AREA PROMOTION 


Linda Ferrule, staff home economist, will spearhead a driving program for 
this newest “must”— built-in spot refrigeration wherever you want it. All 
dealers to receive support in 15 Astral consumer sales areas. Nation-wide 
campaign launched to inform the following special markets: 
























30%” high, 
21” wide 












and 22” deep. apartments trailers institutions 

hotels hospitals restaurants 

NEW motels ships planes 

homes recreation rooms farms 

HORIZONS business offices doctor’s offices industrial offices 
36” high, . . . 

225%” wide GUARANTEED SILENT FOREVER —All refrigeration needs designed in the 

51%" dee Astral completely silent unit...no moving parts to service...operates elec- 

: si trically on AC or DC currents, 6 to 220 volts as required...or gas. Chip 

B230A2 resistant standard white or modern walnut finish in addition to the new 





pre-paint finish to fit any interior decorator’s color demand. 










MORPHY- RICHARDS, INC. 
232 S. Van Brunt, Englewood, N.J. 


Gentlemen: Please rush to me information on the new 
Astral built-in wall refrigerator—never before marketed. 
E-18-60 


Portable BME-2 Ne 
a" h 
26” high, 20%” wide, 21%” deep. 


MORPHY-RICHARDS 
Astral 








Spot refrigeration when and where you 
want it. New horizons of consumer 
sales for portable refrigerators from the 
home to the boat to the office. 
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Exceptional new profit opportunity 





WOULD YOU 
LIKE TO SELL 


CULLIGAN 


WATER 
OFTENERS? 


The complete line of CULLIGAN appliance- 
type water softeners is now available to quali- 
fied appliance dealers in cities not already 
franchised. 


Today, over half the water softeners installed in 
the United States and Canada are CULLIGAN. 
This overwhelming consumer preference is 
based on proved quality, durability, product 
performance and brand acceptance. 


To more effectively satisfy the consumer de- 
mand for CULLIGAN automatic and manual 
water softeners, the factory has recently broad- 
ened its marketing and distribution plan. For 
complete details and information, call or write 


Herb Hamblet 


ULLIGAN, INC. 


2002 Shermer Road, Northbrook, Illinois 
Chicago telephone number: COrnelia 7-1330 
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FRAM Room Air Cleaner 


Featuring a new concept of germi- 
cidal filtration which involves recir- 
culation of room air through treated 
filters which trap and kill bacteria, 
this new method for killing germs in 
sick rooms and other critical areas 
is incorporated in a new Fram room 
air cleaner recently announced. 

Heart of the room air cleaner is 
the Fram Permachem-treated air 
filter; cleaner consists of a full-sized 
circulating fan for use in homes and 
offices; filter traps up to 90% of air- 
borne germs and kills more than 
99% of those trapped, it is claimed. 

The cleaner recirculates all of the 
air in an average 11x15-ft. room once 
in every 5 min. 

Compact, the cleaner weighs 25 
lbs and can be carried from room 
to room; 15 in. square by 9 in. deep; 


has 200 cfm air handling capacity; 
plugs into standard:115-volt lines and 
draws 2 amps; styling designed to 
blend with home or professional of- 
fice furniture. FRAM Aire Corp., Div. 
Fram Corp., Providence 16, R. I. 





UROPA Refrigerators 


Uropa International has added 2 new 
models to its “Fridgette” refrigerator 
line: Utility No. 38 and Space Saver 
No. 43. 

Both models are West German im- 
ports for homes, efficiency apart- 


UROPA FRIDGETTE 


ments, offices, dens and other limited- 
space areas; feature a quiet compres- 
sor motor; glass-fiber table-top work 
surfaces; inner door shelves for but- 
ter, eggs, cans, bottles; magnetic type 
positive locking action;  crispers; 
heavy “see-thru” glass shelves. 
Utility No. 38 has 3.8-cu.-ft. capacity; 
measures 32 in. high, 22 in. wide and 
23% in. deep. Space Saver No. 43 has 
4.3-cu.-ft. capacity, measures 34 in. 
high, 22 in. wide, 23% in. deep; 
plastic legs bring models up to 36-in. 
height. 

Price, Utility, $159.95; Space Saver, 
$169.95, in white; (crispers optional 
at $3.95 each; plastic legs optional 
“under $5”); both models available 
in decorator pastels, walnut or ma- 
hogany wood grain finishes at slight 
extra charge. (South and West $10 
higher.) Uropa International Inc., 16 
W. 32nd St., New York. 





GRAFLEX Tape Recorder 


The Graflex Classic, for instructional 
use is announced. 

Made by Pentron of Chicago, and 
sold exclusively through Graflex 
audio-visual dealers, this recorder is 
built to stand wear and tear of hard 
use; weighs only 25 lbs.; provides 
true hi-fi performance through dual 
hi-fi 5x7-in. oval speakers with 
“whizzer’” cone plus 4-in. round for 
maximum sound fidelity. 

Other features include individual 
pushbutton operation for play, re- 
cord, wind, rewind and stop. Built-in 
Robins “Gibson Girl’ tape splicer 
mounted on tape deck; 3-wire power 
cord; built-in power transformer; au- 
tomatic run-out switch shuts off re- 
corder when tape runs out or breaks; 
monitor switch permits monitoring of 
sound during recording; 2 input 


jacks for microphone, radio and 
phono; 2 output jacks, for external 
speaker and power amplifier. 
Price, $244.50; Graflex Inc., Sub. 
General Precision Equipment Corp., 
Rochester 3, N. Y. 





IS Deodorizer 


A new activated charcoal appliance 
for odor control, the Nautilus electric 
toilet deodorizer is announced. 
Attaches to back of bowl; is operated 
during each use with on-off switch; 
activated charcoal, which absorbs 
odors is the air purifier in unit; pro- 
vides balanced system of filtration 
that deodorizes air 100%; 7-ft. cord. 
Major Industries Inc., 505 N. La Salle 
St., Chicago 10. 





KAMKAP Kookout 


No. G355/321 features a 24-in. heavy- 
gauge steel bowl; hi-low crank raises 
and lowers; chrome-plated, tiltgrid 
minimizes flareups; heavy duty hood 
with motorized spit tops unit; clip- 
on utility table has adjustable “tele- 
scope-type” legs. 

Price, “about $20.” Kamkap Inc., 1107 
Broadway, New York 10. 
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You can raise your 
vacuum cleaner margins! 


Use General Electric’s 6-point 
“Smart Sell’ Program with step-up features, 
step-up margins—to step-up profits! 








1. For every budget there’s a General Electric cleaner or polisher. . . 
priced with features to give you trade-up opportunities. 


2. Full line of General Electric floor care appliances cover every cus- 


anne aa anane - 49.95* tomer’s floor care need—canister, upright, or polisher-scrubber. 


New budget-priced canister for quick turnover 3. Biggest consumer advertising program ever — network TV, big 
magazine schedule and newspaper ads. More and more people will be 
continually pre-sold on the General Electric cleaners in your store. 


4. Merchandising opportunities are yours with General Electric’s 
streamers, mailers, premiums and other aids. 


5. Displays and features let you set up a complete floor care center. 


6. Retail promotions in every quarter of the year create sales excitement 
in your store month after month. 





HIGHER MARGIN—$59.95* Put this program to work for you now! 


Swivel-top canister with trade-up features 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


Vacuum Cleaner Department, Bridgeport 2, Connecticut 


*Manufacturer’s suggested retail price. 


e 
HIGHEST MARGIN—$69.95* 
Cord Reel Canister for top profits, top margin 












New extra-light Upright that delivers full Good looking and low priced for quicker De Luxe Model with Splash-Guard plus 
cleaning power. Attachments are avail- sales. Also includes rug cleaning brushes - features for trade-up. Includes attach- ‘ 
able for that extra sale. $69.95* and buffing pads. $39.95 ments for every floor care need. $49.95 


CALL YOUR DISTRIBUTOR FOR DETAILS ON GENERAL ELECTRIC'S 6-POINT "SMART SELL" PROGRAM 
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Congratulations, Zenith Dealers, for breaking all 


TENITH: ACKNOWLEDGED 


OVER | MILLION 


DEAR ZENITH DEALERS: 


Please accept our thanks and appreciation for your tremendous support in 1959! 








1959 was not only Zenith's greatest year in Television, with Zenith acknowledged 

as leader in TV sales in the industry with over 1,000,000 TV sales. -It was also 

the greatest year in Zenith Radio sales in our entire 41 year history, with well 
over one million Radio units shipped to dealers by Zenith Distributors. And, Zenith 
Phono and High Fidelity Stereo sales exceeded even 1958's record-breaking highs. 





A number of Zenith dealers have recently told me that they have not been surprised 
by Zenith's sales records in 1959. They have commented that Zenith's advance 
planning and sound merchandising programs have made it possible for Dealers to 
develop greater TV sales without resorting to dumps and liquidations and 
profitless price tag selling. 


In addition, Zenith's growth and expansion have been based on sound business 
policies, quality products and inventory control to give Zenith Dealers continuing 
confidence in Zenith quality merchandise for extra sales. 


During 1960, Zenith Dealers can plan for even greater volume at a profit. All of 
us at Zenith are determined to give you the industry's outstanding new product 
development program with more Zenith exclusives and Zenith quality. And you‘will 
receive aggressive merchandising programs throughout the year that will be geared 
to help Zenith Dealers get maximum sales at a profit in every selling period. 


We of Zenith assure you we will not "rest on our laurels". Thank you for your 
wonderful support in 1959 -- we pledge to you an even greater 1960! 


LODunaasl truly yours, 


. ee Truesdell 
Executive Vice ee Marketing 
Zenith Radio Corporation 


For a greater year ahead: see ALL-NEW ZENITH 


The quality goes in 
| before the name goes on 
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Zenith sales records — even record-high 1958 ! 


LEADER in TV SALES in 59 


TENITH TV SALES 


DISTRIBUTOR UNIT SALES TO DEALERS 


















ONE MILLIONTH ZENITH TV 
RECEIVER PRODUCED DUR- 
ING 1959 AT ZENITH’S PLANT 
ONE—CHICAGO 














Zenith’s Chairman of the Board, 
Hugh Robertson (left) congratulates 
Len Truesdell (right) Executive Vice 
President in charge of Marketing and 
Don MacGregor (center) Vice Presi- 
dent in charge of Production as the 





one millionth Zenith TV receiver pro- 
duced during 1959 comes off the final 
assembly line at Zenith’s Plant #1, 
6001 W. Dickens Avenue, Chicago. 
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——~ mss 7ENITHS 
a ONE MILLIONTH 
=== TV RECEIVER 
(ig Produced in 1959 


1960 plans — NEW products — NEW styling — 
at your Zenith Distributor’s! 


ZENITH RADIO CORPORATION, CHICAGO 39, ILLINOIS « The Royalty of Television, Stereophonic, 
High Fidelity Instruments, Phonographs, Radios and Hearing Aids. 41 years of leadership in Radionics exclusively. 
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...AND IN RADIO TOO! 


Here’s why many ZENITH DEALERS enjoyed 
an INCREASINGLY LARGER SHARE of 
RADIO SALES in 1959 


ZENITH’S RADIO LINE NOT A “ME TOO” LINE — 


Zenith gives you distinctive, different and original radio products that stimulate extra sales for 
Zenith dealers. Outstanding examples: Zenith’s famous Trans-Oceanic® all-transistor short 
wave radia; the new Golden Triangle, world’s most elegant cordless clock-radio; the 
incomparable Royal 500E pocket radio, first choice the world over; the Super Symphonaire 
FM/AM radio; the Navigator 2-band all-transistor portable. 


CONTINUOUS PROGRAM OF NEW RADIO PRODUCT DEVELOPMENT- 


Leadership in design and engineering gives Zenith dealers more to sell! 


THE MOST COMPLETE QUALITY LINE — 


in every classification: FM/AM—pocket radios—clock radios—AC/DC table models! 


CUSTOMER ACCEPTANCE FOR ZENITH RADIOS — 


now at an all-time high—and still growing, month after month! 


GREATLY ACCELERATED ADVERTISING PROGRAMS TO THE 
CONSUMER—NEW MERCHANDISING PLANS FOR THE DEALER! 


For your Greatest Radio Year- 
see your Zenith Distributor 









DEAR ZENITH DEALERS: 


Look for an even greater 1960 in radio 
sales! Exciting new ZENITH RADIOS... 
NEW STYLING...NEW DESIGNS...are on 
the way — timed for introductions that will 
give Dealers peak sales during every 


month of the year. 


bf eA 


e 
L. C. TRUESDELL 
tive Vice President, Marketing 
Zenith Radio Corporation 


Execu 
The quality goes in 
before the name goes on 








Here are the facts about the 
newest big-volume market 
available to the appliance dealer 
... and how to cash in on it! 


Every kitchen needs some way of eliminating cooking 
odors, grease and smoke. Builders and remodelers— 
who understand what Mr. and Mrs. America want 
—know this. Last year they installed over 600,000 
range hoods and fans. Nearly 55% of all new homes 
have built-in hoods or fans...and more and more 
homes every year are coming equipped with hoods. 


Unfortunately, you have never been able to touch 
this profitable business because conventional hoods 
with fans require costly installation—ducts, vents, car- 
pentry, wiring and masonry. 


Here’s Where You Come In: Now you can cash in 
on the 40,000,000 homes and apartments that need 
hoods... because the new NAUTILUS NO-DUCT 
HOOD is a packaged, self-contained appliance that can 
be put up in minutes... by anyone... anywhere! 




















KITCHENS NEED THIS NEW APPLIANCE! 


ELECTRICAL MERCHANDISING 





Operating on the same scientific principle perfected 
aboard the atomic Submarine Nautilus . . . the 
NAUTILUS NO-DUCT HOOD has an Activated 
Charcoal Filter—plus a Grease Filter—instantly clears 
kitchen air of all cooking odors, grease and smoke. It has 
a 2-speed fan, fluorescent light, push-button controls, 
and an electrical cord. 


Millions Know It: Advertised in LIFE, publicized 
in leading consumer magazines, promoted on network 
TV ...the NAUTILUS NO-DUCT HOOD is already 
known to millions of homemakers. It’s a big-ticket, high- 
profit appliance (in the $100 + price range) that’s easier 
to sell—and install—than most other major appliances! 
And it’s aimed at a wide-open market! 


Eight out of ten homes and apartments in your 
community are good prospects for the NAUTILUS 
NO-DUCT HOOD. Notice how many of the new 
homes in your area have built-in range hoods. See why 
the NAUTILUS NO-DUCT HOOD is the coming big- 
volume appliance for all dealers who handle it. It’s the 
air-conditioner, dryer, or T'V set of tomorrow! Remem- 
ber: 70% of your present sales are on appliances that 
weren’t even on the market 20 years ago! 





THE NAUTILUS NO-DUCT HOOD. This new, self- DVERTISED IN 

contained appliance purifies kitchen air without vents # sD . 
Patent Pending 

or ducts ...can be put up in minutes... by anyone. 

Get the full profit story... mail this coupon today! 








EM-| 


MAJOR INDUSTRIES, INC. 
505 NORTH LaSALLE ST. 
CHICAGO 10, ILL. 





Nautflus 


NO-DUCT HOOD’ 


Please rush me full information on the NAUTILUS 
NO-DUCT HOOD. 


Name 





Position 





Company 





Address. 





City 
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You can sell appliances 
by the carloads 


with the Milwaukee formula 


FOR INSTANCE... 


4,100 clothes dryers in 39 days... 


all in the Milwaukee utility service area... 


in one manutacturer'’s test of one’ special model 


*Dealers were limited to one floor sample, no stock. All orders relayed 


to one distributor who handled all deliveries, installations, warehousing. 


This was another of The Milwaukee Journal’s famous bined impact of manufacturer, distributor and_ retailer 
assists——carrying practically all the advertising, and planning, advertising and selling side by side. 


bringing together the complete local selling team of manu- 


facturer, distributor and retailer. Another demonstration Get the details of the Milwaukee Formula from our repre- 
of how the newspaper—and only the newspaper—can in- sentatives, Million Market Newspapers, Inc., or write the 
crease appliance advertising results through the com- Advertising Manager. 


THE MILWAUKEE JOURNAL 
Read in 9 Out of 10 Homes in Metropolitan Milwaukee 


REPRESENTED NATIONALLY BY MILLION MARKET NEWSPAPERS, INC. 
New York, 529 Fifth Avenue — Chicago, 333 N. Michigan Blvd. — Detroit — Los Angeles — San Francisco 





C-10116 


Main cabinet and speaker case packed as unit for shipment. 


STEREO 1 PORTABLE “PLAYMATES” 
WITH STORAGE SPACE FOR 
44 RECORDS IN SECOND SPEAKER CASE! 


‘89° 


COMPLETE 





Now—the most convenient stereophonic port- 
able ever made! In the second speaker case there’s 
room for 24 12-inch Lp records and 20 7-inch 
records—44 in all! The records are safely stored 
for home use. . . ready to be taken along at a 
moment’s notice. A feature that makes this a 
stand-out value for gifts and personal use. 


Slightly higher in some 
southern and western 


eas 











True high-fidelity stereophonic sound @ Two perfectly balanced 5-inch 
speakers @ Automatic 4-speed changer @ Flip-over cartridge @ Jewel stylus 
@ Smart modern styling in grey and black with chrome trim. 


ELECTRICAL MERCHANDISING WEEK 


Detachable lid contains second speaker for room-filling sound . . . or for extension to another 
room or porch. 


NEW 2-IN-1 “PLAYALL’ PORTABLE. FIRST 
MONAURAL PORTABLE THAT PLAYS STEREO 
RECORDS, TOO—WITH COMPLETE SAFETY! 


Now parents can permit children to play the 
A hut eow portable, family’s good stereo records on their own machine 
... without risk to the discs. Versatility made pos- 
sible by an exclusive Columbia-designed Lp needle 
°99% that plays both monaural and stereo records. 

Here’s the portable that opens up a whole new 
area of profits for you—just as the big spring season 
is at hand. You need it to complete your line! 





leader-priced at only 











Flip-over cartridge @ Jewel stylus @ Two 4-inch speakers (one detachable) 
for room-filling richness of sound @ Extra-long cord for remote playing @ 
Plays 78, 33, and 45 rpm records @ Handsome two-tone combination in 
blue and white. 


These new portables are typical of the advanced product development you can expect from Columbia . . . 
Number one in the wonderful world of sound. Contact your Columbia Distributor 


today or write Columbia Phonographs, 405 Park Ave., New York 22, N. Y. 
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KELLY A. McKEEHAN SAYS: 


“TAKE IT FROM ME... 








KELLY A. McKEEHAN 
CASCADE APPLIANCES 
Corvallis, Oregon 


































"We've been major appliance dealers for years... grown up 

with the business, you might say. So, naturally, we've seen 
a lot of changes in appliances, as well as in buying habits and 
selling practices. And, old as we are, we are still young WHETHER YOU SELL BUILT-INS 
enough to welcome the challenges offered by change. But, are best complete kitchens, you'll find more 
Built-Ins really a challenge or are they just another sales to sell oi the vere Holiday from Apron 
opportunity? To us, an appliance is an appliance, no matter Strings Frigidaire Wall Ovens includ- 
how it is installed! We didn't become refrigeration engineers rs ri ws Foenct- Doo 
to sell refrigerators! We didn't become plumbers to sell ee ee ne eee 


: ; d nat & So tonite Tl Buil Double and Single Oven models . . . 
dishwashers! And, we don't have to be builders to se uilt-Ins. setomatic. Cock-Maiter Controls. 


Radiantube Bake and Broil Units, 














"Take Frigidaire Wall Ovens, for example! Our selling ap- Signal Lights, Radiant-Wall Spatter- 
proach to Wall Ovens is exactly the same as for any other Free Broiler Grill, and optional Auto- 
Frigidaire Appliance: Quality, Features, Style and Perform- matic Rotisserie. See for yourself! Call 
ance! Because they are built on a 24'' module, we can install your Frigidaire District Office, or write 
them in minutes (often quicker than a washer) in nearly any Frigidaire Division, General Motors 
standard-width wood or steel cabinet or wall section... for Corporation, Dayton 1, Ohio. 





builders, contractors, or home-owners! Does our approach 
make sense? It must! Built-Ins now account for a sizable 
percentage of our volume--and Free-Standing sales are up, too!" 


Kelly A. McKeehan 
Cascade Appliances 
Corvallis, Oregon 


Par RIGIDAIRE 
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q cleaner value like this ! 


Never before 

so much cleaner at 
such a low, low 
price! Includes all 
the essential features 
of the original 
Eureka Model 910, 
priced at $69.95! 


™ BIG 1 H.P..MOTOR 


& 75 CU. FT. OF AiR 
PER MINUTE 


®&” GIANT DOUBLE-SIZE 
DUST BAG 


® 4 BALL BEARING SWIVEL 
WHEELS 


@ ALL STEEL CONSTRUCTION 


@ ATTACH-O-MATIC 
CLIP-ON TOOLS 


™ DELUXE 8-PIECE TOOL SET 
NEW UNBREAKABLE HOSE 
@ HOSE SWIVELS 360° IN TOP 


@ TOOLS LOCK—DO NOT 
FALL APART 


® SUCTION REDUCER 
FOR DRAPES 


@ EASY-GLIDE RUG NOZZLE— 
FLOATING BRUSH 


Even at the sensational, low price of $54.95, the “new 
Eureka Model 910-B provides an excellent margin for trade- 
ins! And for a ‘'Red Hot” special promotion, it can be featured 
at $49.88—a really low price for a cleaner of such quality. 

To make your cleaner department more profitable, display 
and sell the complete Eureka line. It begins with a sensational 
"price leader” at $39.88, and includes a step-up model for 
every market...with a big, honest profit on every model. 


Price Leader 50th Anniversary Golden Crown Vibra-Beat 


For Wall-to-Wall Carpet 
MODEL #805-B AT $39.88 MODEL #910-B AT $54.95 MODEL #960 AT $69.95 MODEL #1010 AT $89.95 


MODEL #260 AT $89.95 
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Southern California Utility Will Bill With Electronic “Brain” 


‘¢ 


— 


The men in the picture at left are 
signing the contract which makes 
the Southern California Edison Co. 
the first public utility in that area 
to switch over to electronic comput- 
ing. 

T. M. McDaniel Jr., right, vice 
president of the utility, says Edison 
will use its computer to handle the 
billing of a million of its 1,600,000 
customers in the Los Angeles area. 
The utility is also considering let- 
ting the “brain,” which will go into 
operation in 1961, prepare engineer- 
ing calculations. 

Walter Finke, left, is president of 
the Datamatic Division, Minneapo- 
lis-Honeywell, which closed the deal 
with Edison for its fully transistor- 
ized ‘‘Honeywell 800.” 





Here's another new TORO exclusive that really packs a 
sales punch! Now you can profit from the growing trend to 
riding mowers with the only riding rotary on the market that 
bags its clippings—The Toro Pony 25! This is the feature 
that made the Whirlwind ‘‘Wind Tunnel’ rotaries the sales 
sensation of 1959. Now, for the first time, this bagging feature 
is built-in a riding mower—a rider that retails for $349.95 
complete with bagging attachment, seat-pressure controlled 
safety shut-off, hill-flattening 4.5 hp 4-cycle engine. Call or 
write your Toro distributor soon. He’ll give you all the facts 
on this and other Toro riding mowers that give you the right 
rider for every customer’s need! 


TORO 


TORO MANUFACTURING CORPORATION 
3027 SNELLING AVENUE * MINNEAPOLIS 6, MINNESOTA, U.S.A. 


UIARY 


SPORTSMAN* tractor 
with 32” triple-blade rotary 
mower— $449.95 complete. 
Other attachments available. 


COLT™ has 6-blade 25” reel 
for smooth scissor-cut on fine 
lawn. Convenient controls 
give maximum comfort. 


“Registered trademarks of Toro Manufacturing Corp. 





N. Y. Companies 


Form ESUPRA 


The association, made up of the 
seven major electric power compa- 
nies in New York State, will study 
the most efficient and economic 
means of supplying future electric 
power needs of the state. 

The new unit, known as the Em- 
pire State Utilities Power Resources 
Assn., is headed by Alexander M. 
Beebee as executive director. Mem- 
ber companies, which serve 98% of 
users in the state, are Rochester 
Gas and Electric, Continental Edi- 
son, Central Hudson Gas and Elec- 
tric, Long Island Lighting, Niagara 
Mohawk, New York State Electric 
and Gas, and Orange and Rockland 
Utilities. 

Beebee, former chairman of the 
board of the Rochester utility, said 
in announcing the project: 

“The electric utilities of New 
York State have pooled and con- 
sulted together on plans and oper- 
ations for more than 30 years. 
Through ESUPRA, we will be able 
to extend greatly the time range 
and degree of this helpful inter- 
change.” 

The venture will put the com- 
panies “in even a better position 
to do their part to keep New York 
State in the forefront of the na- 
tional business and industrial ex- 
pansion in the years to come.” 


Water Heater 
Push in Jersey 


Two utilities plan to promote 
sales of 6,500 heaters this year. That 
would be a 20% increase over 1959. 

The New Jersey Power & Light 
Co. and the Jersey Central Power 
& Light Co. are aiming their year- 
long promotion at the new electric 
water heater user. They hope 3,300 
people will buy heaters for the first 
time, for replacement of flame-type 
ones, or for installment in new 
homes. Reddy Kilowatt dealers will 
get a $15 cash bonus for direct and 
contractor sales falling in the “new 
user” category. 

Other promotion plans include 
monthly ads in local news»vave:s, 
commercials over five radio stations, 
window displays for utility district 
offices, dealer display material and 
billboard advertising. 








UTILITIES NEWS 


Connecticut Light and Power Co., 
with headquarters at Berlin, has 
withdrawn temporarily an applica- 
tion, filed with the Federal Power 
Commission in 1955 to build a dam 
on the Connecticut River at Enfield. 
Construction of the project is not 
economically feasible at present, ac- 
cording to Sherman Knapp, presi- 
dent of the utility. 


Electric clothes dryer sales went up 
52% in the greater Bridgeport and 
New Haven area during a utility- 
sponsored, two-month dryer pro- 
motion. Retail appliance dealers 
moved 1,480 dryers and washer- 
dryer combos from Oct. 1 to Dee. 1, 
when The United Illuminated Co. 
held its big dryer push. During the 
promotion, utility customers who 
bought dryers received a_ free 
double-bed size blanket. (UI gave 
dealers premium blankets.) 
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BIGGEST-YEAR 
«+ IN-NORGE-+ 
«HISTORY: - 


Most Norge dealers broke records in 1959 and are heading for an even 
greater 1960. Are you still waiting for your biggest sales year? Nineteen 
Sixty can be your all-time greatest. Get with Norge. Get with the profit line. 
Norge has the products, prices, and the selling promotions that make the 
retail appliance business worth being in. With the biggest year in history 
behind us, we’re driving into ’60 at full speed. How about coming along? 


NORGE 






























NORGE® Easiest sale on the retail floor 















+, subsidiary of Borg-Warner Corporation, Merchandise Mart Plaza, Chicago 54, Illinois. in Canada: Moffats, Lid., Weston, Ontario. Export Sales: Borg-Warner international, Chicago 3 Illinois 
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New Electric Shavers Developed 
By Remington to Clip the Family 


And@ both are revolutionary, the 
company claims. 

One is the first adjustable men’s 
shaver that permits cordless shav- 
ing. The other is the first electric 
shaver for women adjustable for 
legs and underarms. 

Called the Lektronic, the men’s 
shaver can store enough energy in 
its two nickel cadmium, recharge- 
able batteries for a week’s shaving. 
It comes complete with its own sep- 
arate charging device which takes 
from 90 to 250 volts. 

The razor represents a_ break- 
through on the greatest problem in 


the development of cordless shav- 
ing—perfection of a power plant. 
Remington engineers solved the dif- 
ficulty with an armature-wound 
motor three times more efficient 
than traditional impulse types. 

The vibrationless Lady Reming- 
ton combines quiet operation with 
power. The powerful motor, driving 
four rows of cutters, reduces the 
amount of pressure afid time re- 
quired for a close shave. 

A selector button on the front 
panel of the Lady Remington is 
pushed left for grooming legs and 
to the right for underarms. 





ELECTRICAL 


MESSICK has been 


LAURANCE C. 


named director of the Medallion Home 
Program, now a NEMA responsibility. 
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DIXIE'S Value-packed 
price brings in the 
customers. 








DIXIE’S 
Factory-planned 
merchandising structure 
allows you full profit 
on every DIXIE range 
you move. 








Seer ees SES ERS 


YOuR 
MARK-UP 


For complete merchandising details 


SEE THE PROFITABLE... COMPETITIVE DIXIE LINE 


SPACE 11-116 


MERCHANDISE MART, CHICAGO 


Space 501, ATLANTA 


Space 446, DALLAS 





PROFIT 











DIXIE’S Pace-setting 
style and modern 
features sell them. 








DIXIE PRODUCTS, INC. 
CLEVELAND, TENN. 
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ASSOCIATION NEWS 


Timothy J. Noonan, manager of 
Hotpoint, New England, has been 
2lected president of the Electric 
Institute, Inc., for 1960. Other offi- 
cers: vice president, Dale E. Wash- 
burn; treasurer, Ralph E. Deloid; 
secretary, James A. Galvin; assist- 
ant secretary, Samuel Gronich. The 
new Officers will be presented to 
more than 1,000 industry members 
at the institute’s annual dinner- 
meeting at the Statler-Hilton Hotel 
in Boston, Jan. 28. 


E. D. Shiffler was elected pres- 
ident of the Electric Assn: of Kan- 
sas City at the group’s 48th annual 
meeting. Ten vice presidents were 
chosen: Henry M. Turrell, W. N. 
Patterson, C. J. Allen, George E. 
Trinastich, W. B. Whaley, Paul W. 
Jenkins, Jr., Jack Launder, Jack D. 
Goetze, William A. Bates and A. 
W. Burnham. C. M. Anderson was 
re-elected secretary-treasurer. 


National Warm Air Heating and Air 
Conditioning Assn. elected eight 
new officers at its annual conven- 
tion in Cleveland. Harry C. Gurney 
will head the trade group as pres- 
ident. Other officers are first vice 
president, Don Winegardner; sec- 
ond vice president, Harold P. 
Mueller, Jr.; secretary-treasurer, 
James M. Martin. 


The Electrical Assn. of Philadel- 
phia’s board of governors has 
re-elected R. G. Rincliffe its pres- 
ident. Other officers: vice president, 
Thomas P. Jones; treasurer, Philip 
H. Ward, Jr.; secretary, William E. 
Rubert. 


Eastern Carolina Appliance Deal- 
ers Assn., a NARDA affiliate, has 
elected officers for 1960. They are 
president, W. C. Burnett; vice pres- 
ident, R. E. Ashford; secretary, 
Bob Short; treasurer, Gene Lynch. 


The San Francisco Bay District 
Chapter of NARDA elected five new 
directors and re-elected four. New 
men: Dave Haight, Jack Dryfuss, 
Lee H. Searight; W. D. Saxe and 
Robert A. Levy. Re-elected: Wes- 
ley R. Lachman, W. J. Lee, Carl O. 
Hagstrom and Charles Redlick. 


Earl Riley was elected president of 
the Electrical Appliance Dealers of 
Delaware. Other officers are: vice 
yresident, George Christopher; sec- 
retary, John Mortimer; treasurer, 
Robert Altemus; directors, Barrett 
E. Connor, John E. Cooper ZIr., 
Emanuel Freeman, Sol Gibstein, 
Harvey Hall, Robert Howe and H. 
H. Poole Jr. 





He Found the Way to Win 
His Customers’ Hearts... 

. is still through their stomachs. 

And this gastronomical discovery 
won Richard M. Dempsey, sales 
manager, Sharpe’s Appliance Store, 
Atlanta, a prize for creative selling. 
He took top prize in a contest spon- 
sored by NARDA and the ‘Ladies’ 
Home Journal.” 

Dempsey’s selling idea hinged on 
a Frigidaire campaign. He gave 
recipe file boxes to his customers, 
then followed up each month with 
a mailing of Frigidaire recipes-of- 
the-month, printed on cards. That 
way, he not only kept in touch with 
prospective customers, but spiced 
up store traffic. He also offered the 
material to home ec. classes. 
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COMING YOUR WAY SOON! 


HOTPOINT 551 
ANNIVERSARY PROMOTION! 


Powered by this colorful Sunday 
Supplement ad LISTING YOUR NAME! 


Wdicean. 

















CA NP \\ —_ 


ON, 
THERE’S EVEN A RED HOT Cts.” 


PLUS POWERFUL AND A COMPLETE TRAFFIC-BUILDER— 
TIE-IN NEWSPAPER ADS! 17-PIECE DISPLAY KIT! THE AMAZING NEW 
NORTHRUP KING 
MARIGOLD PLANT 

STARTER KIT! 








HOTPOINT DEALERS’ PROFIT OPPORTUNITIES ARE GREATER THAN EVER BEFORE 
_1F YOU’RE NOT A HOTPOINT DEALER, YOU SHOULD BE! 


We ad 
| lline for Setting your 
oe name 
lis January 28th! c te 
on 
Your Hotpoint Distrj a 
and find | a 
ogee 
a : pica 
Pate in this big Promotion! 


ELECTRIC RANGES - REFRIGERATORS - AUTOMATIC WASHERS - CLOTHES DRYERS - CUSTOMLINE:® - DISHWASHERS ee 
DISPOSALLS” - WATER HEATERS - FOOD FREEZERS - AIR CONDITIONERS - ELECTRIC BASEBOARD HEATING ea mais 
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Gibson, PanAm Get Together for Dealers’ Hawaiian Trip 


When Gibson Refrigerator Co., a 
division of the Hupp Corp., signed 
a contract with Pan American to 
transport 5,000 electrical appliance 
dealers from various cities in the 
United States to the company’s an- 
nual sales convention in Hawaii 
next September, PanAm recipro- 
cated. 

The airline dubbed a new Boeing 
707-321 jet aircraft the “Jet Clipper 
Gibson.” In picture at left, Charles 
J. Gibson Jr., left, president of Gib- 
son, wields christening bottle of 
champagne, watched by John T. 
Shannon, center, manager of Pan- 
Am’s overseas division, and Frank 
S. Gibson Jr., chairman of Gibson. 
The special fleet of jets will move 
the largest mass movement of ci- 
vilians by jet in history for Gibson. 





Steve Farkas rarely misses the target. But it’s not all skill. A good gun is part of it. It’s the 
same with his successful appliance store, the Stellian Co., St. Paul. Steve gives a lot of credit 
to the selling tools Frigidaire gives him. Specifically: The Frigidaire True Value Trade-In Plan. 


‘Frigidaire True Value keeps me in business" 


“At times, the price hassle gets pretty rough. But I don’t 


have to give away my margin. The True Value Trade-In Plan 


keeps my net prices competitive. It solves my trade-in problems— 


profitably. In short, True Value keeps me in business! And 


my original investment has grown 1400% in just 11 years.” 


The Frigidaire True Value Trade-In Plan is a complete merchan- 
dising plan. It increases new product volume and adds income 
on reconditioned appliances. It’s a straightforward plan, too. No 
gimmicks. So, it benefits customers, dealers, and the whole industry 
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FRIGIDAIRE 


PRODUCT OF GENERAL MOTORS 
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CAN YOU USE? 


Burgess Battery Co., a division of 
Servel, Inc., has developed three 
colorful flashlight and lantern dis- 
plays. A large floor unit and two 
metal racks for counters or peg 
board mounting aim to stimulate 
consumer impulse sales. They’re 
free to retailers with specific pur- 
chases of Burgess portable lights 
and batteries. 


Emerson Electric Mfg. Co. has de- 
signed an all metal electric heat 
displayer for its dealers. The .hand- 
some piece, silk-screened in red 
with a bright gold sunburst, will 
hold six Emerson electric heating 
products. 


Telectrosonic Corp. has a one-piece 
counter display for its dealers. 
Measuring 23 inches high, 24 inches 
wide and 15 inches deep, the dis- 
play is designed to show how easy 
it is to operate the Telectro tape 
recorder. Prospects are urged to re- 
cord and play back their own voices. 


(it. 
Sunbeam 
DUAL DELUXE 
VACUUM CLEANER 
AMERICAS 
Newest © 
AND Most 
DowEREUL | 
Vacuum 
CAEANER 








SHE’S LOOKING AT SUNBEAM’S 
Dual Deluxe Vacuum Cleaner, attrac- 
tively displayed in this 19-in. stand. 
Now available to dealers, the stand 
lets you open up cleaner without re- 
moving it. 


Clevite Walco, phonograph needle 
and accessory manufacturer, is of- 
fering dealers a revised edition of 
its replacement needle chart. Made 
to hang on a wall, the colorful il- 
lustrated chart gives instant cross- 
references on cartridge, needle and 
stock numbers. Clevite also has a 
free counter display for its diamond 
and sapphire needles. 


Ray-O-Vac Co., Madison, Wis., will 
give dealers a revolving counter 
display designed to double and 
triple sales of its 2LP, 1LP, 7R and 
7LP batteries. The sturdy rack 
urges wandering customers. to 
“Buy spares today, you’ll need them 
tonight.” However, if space is a 
problem, the company has designed 
a slanting cardboard display pack 
“saving up to 25% counter space.” 
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Fabulous New W—-NAL 


‘STEREO/MODULAR’ FAMILY 


Authentic Styles! Genuine Fine Wood Finishes! 


These Inspired V-M Creations 


Are Packed With 
Style—Versatility—Sell ! 


V-M Model 580 in hand- 
rubbed, Walnut or ‘Sahara’ 
Blonde in Genuine Fine 
Hardwoods. Complete with The most exciting stereo consoles ever 


12 legs for creating 1, 2 or 3- offered! V-M now adds two new high-style 
eee $2 4\00t creations to the already sales-successful Mod- 
isis 350 ern styled ‘Stereo/Modular’ High-Fidelity 
Stereophonic Console, Model 580. Now, with 
new Models 581 and 582, superbly executed in 
Provincial and American Traditional, you can 
offer virtually every fine furniture style the 

consumer will ever want! 


The V-M ‘Stereo/Modular’ line brilliantly an- 
swers every stereo question! 


First, the unique modular construction lets 
these magnificent instruments adapt to any 
room arrangement—to any acoustic problem 
—to any personal preference. Second, they 
reward with superlative listening pleasure. 
And third, they are available in a variety of 
authentic styles—the kind your best customers 
will want. 


V-M Model 581 in hand- : git 
rubbed, Genuine Mahogany. No doubt about it! ‘Stereo/Modular’ is the 


us1 9360991 best possible answer to your stereo sales 
success! 


SELL THESE FEATURES: Perfectly matched 
speaker units each contain a 12” and 3.5” 
speaker. Famous V-M ‘Stere-O-Matic’® 4- 
Speed Changer m Powerful Dual-Channel 
Amplifier—30-watts peak m Diamond Nee- 
dle m V-M ‘tone-o-matic’® Loudness Control 
© Balance Control. 


FOLLOW 
THE STEREO LEADER ! 


V-M CORPORATION + BENTON HARBOR, MICHIGAN 


V-M Model 582 in mag- WORLD FAMOUS FOR THE FINEST IN RECORD CHANGERS, 
nificent, hand-rubbed, Gen- PHONOGRAPHS AND TAPE RECORDERS 


uine ese $365 00T 


TSlightly higher in the West 
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Pentron Electronics Corp. and 


There’s a $125,000 Reason for These Conference Table Grins 


Craig Corp., California, have just 
closed a deal for the largest single 
distributor order for immediate 
shipment in Pentron’s history. 

And, along with the $125,000 
transaction, the tape recorder man- 
ufacturer appointed Craig its ex- 
clusive West Coast distributor. 
Craig will handle the complete Pen- 
tron line, including Concerto, Tri- 
umph, Aristocrat, Emperor models. 

In the picture at the left, Robert 
Craig, left, president of Craig, 
shakes with Irving Rossman, presi- 
dent of Pentron. The grinning on- 
lookers are, left to right, Durward 
Carson and Lou Haugh of Craig 
and Jack Berman and William Mul- 
len of Pentron. 





BIG-SELLING BRANDS GETTING BIGGER 


THROUGH CONSISTENT ADVERTISING IN 


PARENTS. MAGAZINE 


PARENTS’ MAGAZINE, 52 Vanderbilt Ave., N. Y. 17 


6.200.000 


Here’s the BIG reason: 


PARENTS’ reaches 1,825,000 families 


with children who spend 94% MORE 


for Household Appliances. . . 79% 
MORE for Housing . . . than families 
without children! 








SELL UP IN ’60! 


If you want to build your brand 
... take the road of least resistance 
... talk to PARENTS’ reader-families 
who buy with confidence the 
products advertised in PARENTS’ 
MAGAZINE. 


SEND for our new “LAUNDERING 
HABITS” Survey, the most recent 
in our continuing studies on all 
types of household appliances, 
equipment and their use. 


rents 


ents: 
Vine Ss ners Prat 
MG 
eo 


Inquire how 
you can put 
this sales- 
clincher to 
work for you. 


e Chicago « Atlanta « Boston + Detroit « Los Angeles « San Francisco 





DISTRIBUTOR NEWS 


Appointment of B. W. Ruth as dis- 
trict manager of General Electric 
Supply Co., St. Paul, Minn., was 
announced by General Electric Co. 
Ruth, formerly with G-E in Wash- 
ington, D. C., replaced E, J. Peter- 
son, who is retiring. 


P. L. “Parsh” Henry has been ap- 
pointed general manager of Hoff- 
man Sales Corp. of Calif., subsidiary 
of Hoffman Electronics Corp. He 
succeeds John B. Chadwell, who 
resigned. 


The Organ Corp. of America has 
formed a company to sell and serv- 
ice the Concert Electric Chord Or- 
gan line in Canada. Headquarters 
of the new’ Organ Co. of Canada 
will be in London, Ont. 


Dura Corp. has set up a new credit 
subsidiary to assist distributors in 
financing dealer stocks of Moto- 
Mower consumer products. The na- 
tionwide plan enables a dealer to 
merchandise a full line of power 
mower and garden equipment during 
the entire selling season without 
capital investment and recurring 
cash-deadline crises, according to 
J. Thomas Smith, president of the 
Dura Corp. 


Raymond Rosen & Co., Inc., Phila- 
delphia distributor of RCA Victor 
and Whirlpool appliances and tele- 
vision, has announced an incentive 
offer to dealers for meeting sales 
quotas: a week’s vacation at Diplo- 
mat Hotel and Country Club in 
Hollywoodt, Fla., during the month 
of March. 


Max H. Krich has become chair- 
man of the board of Kirch-New 
Jersey, Inc., first RCA distributor 
in U. S. Frederic M. Comins has 
been named president. 





DISTRIBUTOR 
APPOINTMENTS 


PERMAGLAS, a division of A. O. 
Smith Corp.—Crane & Ordway 
Co., St. Paul, Minn. (exclusive 
distributor in four states begin- 
ning Jan. 15). 


CONLEY ELECTRONICS CORP., 
Special Products Division— 
Crescent Music Co., Spring- 
field, Mo. 


HOFFMAN ELECTRONICS CORP. 
—Key Line Distributors, Inc., 
Cleveland: Don Dady Enter- 
prise, Honolulu. 


SUNBEAM CORP.—Pierce-Phelps, 
Philadelphia, (for new line of 
vacuum cleaners and _ floor 
polishers). 


PHILLIPS & BUTTORFF CORP.— 
W. E. Griffin, East Stroudsburg, 
Pa., as manufacturer’s agent. 





They'll Advise Chrysler 


Eight men have been named to 
the 1960 distributor advisory com- 
mittee of Chrysler’ Airtemp. They 
are: Joe Thiele, J. W. Hamilton Jr., 
Marty Rothman, C. W. Bragg, Syd- 
ney Anderson, G. C. Webster, R. R. 
Matthews and Stan H. Kelly. The 
committee has met with the divi- 
sion’s president, Paul M. Augen- 
stein, and the vice president in 
charge of sales, J. B. Ogden. 
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MAJOR HOME APPLIANCE PROGRAM 


YOU HAVE CONTROLLED DISTRIBUTION 


* QUALITY A line that’s quality inside and out. All products — refrigerators, 
freezers, combinations, washers, dryers—are backed by a 15-year prod- 
uct warranty. Beautiful in styling and design, combining the features 
women want most in their home appliances. 


* INTEGRITY A company backed by people known throughout the in- 
dustry. Men with years of experience and a record for fair and prof- 
itable dealing. 


* PROTECTION A policy of complete protection on your line with 


controlled distribution. You have it in your area—nobody else. There 
is no competitor down the street to cut prices on YOUR line. 


* PRICE A price that makes your quality line easy to sell. A price that reflects 
immediate value in the consumer’s mind. Customer satisfaction with 
products and price keeps bringing more business to you. 









A PROTECTED FRANCHISE MAY BE 
AVAILABLE FOR YOU... 


If you can buy in carload volume, we can offer a 
program of protection you can’t afford to pass up. 
WRITE OR CALL 
25 University Avenue Southeast 
Minneapolis, Minn. Phone FEderal 9-9321 











THE MOST COMPLETE, EXCLUSIVE LINE IN THE INDUSTRY! 
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REFRIGERATORS CHEST FREEZERS 





CONVENTIONAL AUTOMATIC 
COMBINATIONS WASHERS WASHERS AND ORYERS 








UPRIGHT FREEZERS 









...NO FACE LIFTING 





ALL NEW FOR 1960! 


* TRADE-MARK REGISTERED 


MARSHALL-WELLS CO., LICENSOR 


90 e PEOPLE IN THE NEWS 


1. EXCELLENT FACTORY 
MANAGEMENT 


2. STRICT INSPECTIONS GIVEN 
TO THE PRODUCTS 


White today 


FOR FURTHER DETAILS 











atts, amor cater 455KC, — 
permanent dynamic, 44% x2% x1", 
Cowhide leather carrying case andearphone. 


\ 


MODEL; 59 TM 

Superheterodyne 6 transistors, 1 diode and 
1 thermistor, 535-1605 KC, 0.5mV/M with 
enclosed ferristic bar antenna, 80 milliwatts, 
(Maximum: 120mW), 455KC, 2%4”permanent 
dynamic, 414°x2%4"x134", 

with Cowhide le- ather jf 

carrying @ase and 

earphone. - 


MODEL: 400T 

Superheterodyne 7 tran- 

sistors, 1diode and 1 
thermistor, 535-1605 KC, 11.5mV/M, 455 
KC, 3” permananent dynamie, 5%x3% 2”, 
with Cowhide leather carrying case, ear- 
phone and rod antenna. 


NIPCO MFG. CO., LTD. 


36, 1-chome, Okachimachi, Taito-ku, Tokyo, Japan 
Tel. 83-8059 Cable: “ NIPSELCO” Tokyo 





Here Is The Best Appliance Truck 
Money Can Buy Because Only The 


L-STEEL RATCHET STRAP 
IGHTENER WITH AUTOMATIC 
- STRAP RECOIL! 


This new ratchet quickly and easily tightens strap 
around load. When loosened, spring action auto- 

“Ymatically rewinds the strap in a neat coil, out 
Of the way and instantly 
reddy for its next use. A real 
time aver! EXCLUSIVE ON 
THE ESGORT! 


FAMOUS ROLLER 
\. BEAR G 


a ADK 
This ESCORT fa eee %, 
you ‘to -roll the ia 
up and down ~ with a 


minimum of time and- effort 
A real back savert Exe 
SIVE‘ ON THE ESCORT” 


iA, 





WRITE, CALL OR WIRE 
TODAY 

For Full Details And 

Descriptive Literature 


STEVENS APPLIANCE 
TRUCK CO. 
BOX’ 897 AUGUSTA, GA. 


E scart 


APPLIANCE TRUCKS 


MODEL SRT 
MODEL MRT Rugged, All-Stee! 
Construction 


Magaesium Light! 
Magnesium Strong! 


SOLD ON A MONEY-BACK GUARANTEE! 
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PEOPLE in the NEWS 


R. Ellsworth 
of Westinghouse 


W. Knoerr 
of Westinghouse 


Westinghouse—A series of changes 
have been made within the market- 
ing department of the company’s 
portable appliance division. R. C. 
Ellsworth, formerly manager of 
vacuum cleaners, fans and heaters, 
becomes sales manager of the di- 
vision. W. H. Knoerr, formerly ad- 
vertising supervisor for room air 
conditioners, has been named ad 
manager of the portable appliance 
division. J. E. Hugo, formerly field 
sales manager, becomes manager 
of the department that includes 
electric housewares and bed cover- 
ings. Frank Waters, formerly mer- 
chandise manager of cleaners and 
polishers, has been made manager 
of the department that includes 
these products as well as heaters 
and evaporative coolers. F. P. Wal- 
ter, formerly merchandise manager 
of bed coverings, becomes manager 
of product distribution. 

Engineering and marketing man- 
agers have been appointed for the 
company’s new portable appliance 
division. Owen L. Taylor will head 
engineering and C. W. Paulson will 
take care of marketing. 

J. P. Moffitt will succeed Paulson 
as manager of the room air condi- 
tioner department of the company. 


Zenith—J. B. (Kip) Anger will 
head up a new marketing develop- 
ment department designed to help 
Zenith distributors expand their 
programs of assistance to dealers 
handling the firm’s products. 


Thor Power Tool Co.—Robert J. 
Grace has been promoted to district 
sales manager for the company’s 
Chicago branch. And George A. 
Gambee was elevated to the same 
position in Denver. 


White-Rodgers Co.—Leland Sayers 
has been appointed electric heat 
advisor for the St. Louis manufac- 
turer of automatic controls for 
heating, air conditioning and re- 
frigeration. 


Sperti-Faraday, Inc.—James L. 
Young has been named _ general 
sales manager for the Adrian, 
Mich., manufacturer of electrical 
equipment. He formerly was dis- 
trict sales manager of the com- 
pany’s Chicago office. 


The Hoover Co.—E. O. Hatfield has 
been promoted to manager of the 
company’s Omaha branch. He re- 
places Harold E. Fox, who is mov- 
ing to Denver to head branch sales 
operations. 


Admiral Corp.—James R. Oberly 
has been promoted to the dual po- 
sition of vice president—interna- 
tional relations and chairman of the 
board of the Admiral International 
Corp. and subsidiary companies. 
B. H. Melton succeeds Oberly as 
vice president—appliance division. 


J. Hugo 


of Wasinglaiee of Westinghouse 


J. Moffitt 
of Westinghouse 


F. Walter 
of Westinghouse 


Borg-Warner Corp.—William F. 
Martin has been promoted to direc- 
tor of manufacturing services. 


Radio Corp. of America—George 
W. Chane has been appointed to the 
newly established position of vice 
president, finance and administra- 
tion. He will head four staff organi- 
zations: treasurer, controller, per- 
sonnel, management engineering. 


American Chain & Cable Co., Inc. 
—John S. Buckley has been ap- 
pointed sales manager of the com- 
pany’s Pennsylvania power mower 
division. He succeeds A. M. Tinker 
who is retiring after more than 37 
years of service with ACC. 


Manitowoc Appliances—Ray Young 
has been promoted to advertising 
coordinator. He will continue to 
hold responsibility for styling freez- 
ers and 2-zone cabinets. 


York, a division of Borg-Warner— 
W. E. Landmesser has been ap- 
pointed general sales manager for 
packaged products at the division. 
He has 20 years of service. 


Sylvania Electric Products Inc.— 
In the electronic tubes division Don 
Hughes will head a new department 
consolidating advertising, sales pro- 
motion and merchandising activi- 
ties. The consolidation will provide 
maximum support to electronic 
parts distributors and dealers. 

In the Home Electronics Corp., 
Earl Kittleson has been appointed 
district sales manager for Sylvania 
television, radios and high fidelity 
phonographs for the Texas District. 
He succeeds Richard G. Evans who 
was reeently appointed manager of 
special accounts. 


Whirlpool Corp.—William C. Fro- 
bel has been promoted to sales su- 
pervisor of the company’s air con- 
ditioning. division. He _ succeeds 
David Armbruster who has re- 
signed. Robert L. Ballard has been 
named chief process engineer at 
the company’s St. Paul division. 


Maytag—Fred Lureman has been 
named head of the dealer adver- 
tising section of the company’s ad- 
vertising department. He has beers 
a staff marketing assistant. 
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OLIVE P. GATELY says 


‘Do You Know About 
The Teen Market?’ 


Yesterday 240,384 golden dollars were paid out by persons 
between the ages of 13 and 19 for single pop records. Statisti- 
cally speaking, this goes on six days a week, 52 weeks a year, for 
a grand total of $75,000,000 spent yearly by teen-agers to 
satisfy their yen for popular music. 


Last week, 11,827 romantic young ladies, aged 19 or less, traded 
their slim-jim pants for wedding veils. This too goes on 52 
weeks a year, for a total of 615,000 teen-age marriages every 
year. Any minute these starry eyed young brides will set up 
housekeeping. As an indication, “Modern Bride” says 87% of 
their readers will live in a place of their own after marriage 
and promptly spend an average of $421.47 for appliances. 


Last year, teen-age girls spent $837 million on school clothing, 
$20 million on lipsticks, $9 million on home permanents. 

And so it goes. 

Now far be it from me to reduce these Very Important Teens 
(the new crop of V. I. T.’s) to a bunch of statistics. But facts 
and figures are one quick way of establishing the scope, vitality 
and economic significance of this slumbering sales giant. 

For example... 

e U.S. Census figures for July 1957 report close to 
12 million people in the 15 to 19 age group. A good 
sized additional chunk from the 15 million in the 
10 to 14 year group adds up to 16 to 17 million 
teen-agers in this country today—a sizeable wedge 
of our population. 

These teen-agers have over $9 billion a year to 
spend for goods and services of their own choosing. 
Teen-agers own 10 million phonographs, over one 
million TV sets, 13 million cameras. 

Male teen-agers own 2 million electric shavers. 
In 1959, 42.2% of all male seniors in high school 
owned electric razors. 

One and a half million teen-agers own cars. There 
are, by rough estimates about 5.5 million auto- 
mobile drivers under 19 years of age. 

According to “Business Week” “the famous depression trough 
in population kept the teen-age group relatively small. Now 
the huge war and postwar baby crop is growing up to this 
magical period.” 

What’s more, marketing experts agree teen-agers are in- 
creasing four times faste, than the rest of our population. 


They have money. Over and above the sheer weight of numbers, 
one factor that makes these young people so economically sig- 
nificant is that they are not by any means dependent on the 
dimes and quarters doled out by their parents. 

As far back as 1950 the Census Bureau reported that ‘nearly 
24% of boys between ages of 14 and 19 were employed, about 
15% of the girls. Thirty-five percent of teen-age boys and 22% 
of the girls work year-round at part-time jobs”—to again quote 
“Business Week.” 

Suddenly, everywhere we turn there is new evidence of the 
importance of the high school set as a big time consumer in the 
national economy. Big business is burning the midnight oil 
dreaming up special programs and promotions beamed straight 
at this profitable market. 


And they spend it. Still further evidence of the financial health 
of teen-agers was reported by “Life” magazine in a recent 
six-page article devoted to the teen-age market: “Some 
800,000 teen-agers work at full time jobs and can buy major 
items on credit .... Major items like furniture and silver are 
moving into the teen-age market because of the growing num- 
bers of teen-age marriages. One third of all 18 and 19 year 
old girls are already married.” 

And so go the facts. Mountains of statistics and tons of re- 
ports are being compiled about this booming new market. It 
is acknowledged that parents have little to say about what is 
bought and where. 


One thing is certain: The V. I. T.’s, with $9% BILLION jingling 
in their jeans are here to stay. Next month we’il give a good 
hard look at how to sell them. 


ABOUT THE AUTHOR—Olive P. Gately is uniquely qualified to talk to dealers 


on behalf of women everywhere. A native of Boston, she has lived 
and worked in Cleveland, San Francisco, Dallas and New York. 
She is widely known as an advertising, marketing and sales promo- 
tion consultant specializing in the “home” fields. She has worked 
for Macy’s, Sanger Bros., and Jordan Marsh as well as for a number 
of leading advertising agencies on appliance and utility accounts 


7 He's going tos see . 
“the new Blackstone Laundry * 
_Line at the Los Angeles 


You'll be — 0, it you take ; 
new Blackstoné Line... 


2 look at the complete 


budget wringers calpeleredg) 


deluxe S Agiatic wasners — Gas and electric dryers. 


See space 944- Los Angeles Market 














IF YOU 
CHANGE 
YOUR ADDRESS 


Be sure to notify us at 
once, so future copies of 
ELECTRICAL MERCHAN- 
DISING WEEK will be de- 
livered promptly. 

Also make certain you 
have advised your local Post 
Master of your new addrecs 
so other important mail 
doesn't go astray. 

Both the Post Office and 
we will thank you for your 
thoughtfulness. Mail the in- 
formation below to: Sub- 
scription Dept., ELECTRI- 
CAL MERCHANDISING 
WEEK, 330 W. 42nd St., 
New York 36, N. Y. 
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ELECTRICAL 
MERCHANDISING 
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330 W. 42nd St., N.Y. 36, N.Y. 

















ARISTOCRAT 


Can Opener—Clock / Timer 


= reams VP \— 


with 


ams NEW 
SUPERY STRENGTH 


ALCOA WRAP 


ON 
TELEVISION 


Jan. - Feb.- Mar. “Alcoa Theatre” 
and “Alcoa Presents” 


ON 
“ARTHUR GODFREY” 
CBS Network 
and in FEB. 


READER’S DIGEST 


Rival Manufacturing Company 
Kansas City 29, Missouri 
Rival Mfg. Co. of Canada, Ltd., Montreal 























STANDARD 
in its field 
the world over 





Z Lamb® 

series motor 

with two-stage 

fan —the standard 

_ for high performance 
domestic canister-type cleaners. 


America’s leading manufacturers of vacuum cleaners using 
the motor and fan assembly illustrated above are providing 
their customers with the: 

(1) Most highly refined design in the industry — a result 
of more than 44 years of experience in designing 
and building vacuum motors. 

(2) Highest quality motor at the most favorable cost, 
achieved by producing a standardized design in a 
separate, highly automated plant. 

Lamb Electric offers a complete line of vacuum motors and 
motor parts to appliance manufacturers, who are invited to 
write for pictorial folder. 


THE LAMB ELECTRIC COMPANY °¢ KENT, OHIO 


A Division of American Machine and Metals, Inc. 
In Canada: Lamb Electric—Division of Sangamo Company Ltd.—Leaside, Ontario 


» anh Electric 


SPECIAL APPLICATION MOTORS 
FRACTIONAL HORSEPOWER 





Make friends with your customers 
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The gleaming finish on that new 
television set played a large part in 
closing the sale. Will it be marred by 
ugly scratches before it is delivered? 
Not if you protect it with Webb Wrap- 
abouts. Made of water-repellent can- 


vas, thickly padded and flannel-lined, 
they last for years. And they protect 
everything —the appliance, the cus- 
tomer’s woodwork and your reputation 
as a service-minded merchant. Why 
not write for information today? 


WRAPABOUTS 


For Radio, HIFI, TV 
and Alr Conditioners 


For major appliances use Slingabouts 


Webb Manufacturing Co. 
2918B N. 4th St., Phila. 33, Pa. 


TV [J washers () refrigerators 


FIRM NAME 


C1 ranges 


~ ATTENTION: — 


Please send me prices on Wrapabouts.and 
Slingabouts for 


C) radios ) air conditioners 
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Shares the selling power 
and prestige of 42 great newspapers 





This Weck 


Circulation of Leading Magazines 


13,000 ,000 


7,500 ,000 


If you wish to receive all the facts about “The 
Big One,”’?a complete set of 34 comparative charts 
is yours for the asking. Send your request to Ed 
McCrum, Marketing Dept., THIS WEEK Magazine, 
485 Lexington Ave., New York 22, N. Y. 


2,500,000 


THIS WEEK Life Look SEP Lay 
13,186,045 6,500,000 6,000,000 6 ,004 , 680 5,755,317 


This Week ~ ABC 3/31/59; Others - ABC 6/30/59 or guarantee when higher 





ELECTRICAL MERCHANDISING WEEK 


Don’t Let The DISCOUNTERS 
Hog Your PROFITS! 


Here’s Why Westclox Fair Trade Policy Means More Sales at Better Return 





If you are still giving discount competitors a free sales ride 
...if you are not getting a fair profit on every sale you make 
...if you are doing the spade work while discounters reap 
the customers—start working with manufacturers who offer 
a Fair Trade fair profit. 

Westclox, the world’s largest manufacturer of timepieces, 
supports your program for profits all the way. Pricing, pro- 
motion, merchandising—all are designed to help you make 
a fair return on the service you render. 

When you handle Westclox, you offer your customers 
honest value and service with every sale. No rigged prices 
inviting reductions. No artificial ‘“‘model close-outs”’ or 


other tricks to play on your good customers. Westclox Fair 
Trade policy takes you out of the cut-rate competition now 
...and helps you build your business for the future. 


Fair Trade helps capture your full share of the market...at a fair 
profit. Through your continued cooperation with this Fair Trade 
Program, we've met your increasing demands for more and 
finer timepieces by again expanding our Athens, Georgia, 
plant. For this we thank you! 


Our 75th Year 


1885 | 1960 
a» Serving the Timepiece Industry 


Visit Westclox at Booth #512, National Housewares Show, Navy Pier Chicago, Jan. 11-15 


WES TCLO xX 


MAKERS OF BIG BEN ° DIVISION OF GENERAL TIME CORPORATION ° LASALLE-PERU, ILLINOIS 
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FACTORY SALES 
appliance-radio- TV index( 1947-49 = 100) 
RETAIL SALES 

total ($ billions) 
APPLIANCE-RADIO-TV 
STORE SALES 

($ millions) 

CONSUMER DEBT+-+ 

owed to appliance-radio-TV dealers 
($ millions) 

FAILURES 

of appliance-radio-TV dealers 
HOUSING: STARTS 

(thousands) 

AUTO OUTPUT 

(thousands) 

PERSONAL CONSUMPTION 
EXPENDITURES 

for furniture-household equipment 
($ millions) 

DISPOSABLE INCOME 

annual rate ($ billions) 


CONSUMER SAVINGS 
annual rate ($ billions) 


LIVING COSTS 
index (1947-49 = 100) 


EMPLOYMENT 
(thousands) 


LATEST 
MONTH 


200 
17.8 


347 


290 


16 
92.1 
161,907** 


18.9+- 


335.1+ 


21.9+ 


125.6 


65,640 








Preceding 
MONTH 


204 
18.3 


346 


286 


30 
105.1 
112,113** 


18.8-++ 


335.3+ 


24.14 


125.5 


66,831 


A Quick Check of BUSINESS TRENDS 


YEAR 
AGO 


170 
16.9 
315 


290 


23 
109.4 
133,362** 


17.6+ 


320.4+ 


26.0+ 


123.9 


64,653 








THE YEAR 
SO FAR 


25.6 % up 
(10 mos. 1959} 


8.67, up 
(11 mos. 1959) 
10.5 % up 
(11 mos. 1959) 


No “%% change 
(Nov. 1959 
vs. Nov. 1958*) 


14.6% less 
(12 mos. 1959) 
14.9% up 
(11 mos. 1959) 
21.4% up 


7.3% up 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


4.6% up* 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


15.8% less* 
(3rd qtr. 1959 
vs. 3rd qtr. 1958) 


1.4% up 
(Nov. 1959 
vs. Nov. 1958) 


1.5% up 
(Nov. 1959 
vs. Nov. 1958) 





*new index used 


** figures are for the week ending January 9, 1960 and preceding week (revised). 


+figures are for quarters. : 
+-+Federal Reserve Bulletin figures (revised). 
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TIME TO BOOST SALES | 





a 








WITH 
COLOR BACKGUARDS 









| 


1 
i; t iA | 
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A Quick Check of INDUSTRY TRENDS 


An up-to-the-minute tabulation of estimated industry ship- 
ments of 15 key products. New figures this week are shown in 


bold-face type. 


DISHWASHERS... 


DRYERS, Clothes, Electric... 





FOOD WASTE DISPOSERS..... 
FREEZERS __. 

INCINERATORS... 
RADIOS, Home-Portable-Clock..__. 


(production) 
RADIOS, Automobile (production). 


TELEVISION (production) 
REFRIGERATORS. | 
RANGES, Electric—Standard_.___ 
Built-in. 
VACUUM CLEANERS 
WASHERS, Automatic & Semi-Auto 
Wringer & Spinner 


WASHER-DRYER COMBINATIONS 


WATER HEATERS, Electric (Storage) 


WA TERSMBATERS }:Gas (Storage) 











1959 1958 | % 
(Units) (Units) Change 
Nov. 65,000 59,400 | +45.48 
11 Mas. 510,600 | 369,200 | +38.30 
Nov. 98,786 | 98,972 = 
11 Mos. 818,663 | 722,796 | +13 
Nov. 58,261 | 43,527 | +34 
11 Mos. 428,479 | 330,732 | +30 
Nov. 65,000 59,400 | + 9.43 
11 Mos. 699,300 | 548,700 | +-27.45 
Nov. 64,900 91,300 | —28.92 
11 Mos. | 1,142,200 | 1,035,300 | 4-10.33 
Nov. 3,700 4,600 | —19.57 
11 Mos. 41,900 45,300) — 7.51 
Week Dec. 11 | 228,575 195,900) +16.68 
| 49 Weeks | 9,548,112 | 7,524,586 | +26.85 
| Week Dec. 11 | 138,659 | 122,994 | +12.74 
49°Weeks | 5,174,282 | 3,380,103 | +53.08 
Week Dec. 11 | 147,985 97,172 | +-52.29 
49 Weeks | 6,024,726 | 4,671,515 | +28:97 
Nov. | 265,900) 245,500 | —- 8.31 
11 Mos. | 3,502,400 | 2,829,800 | 4-23.77 
Nov. 72,500 | 73,600 | — 1.49 
11 Mos. 854,000 | 725,800 | +17.66 
Nov. 71,500 55,500) +28.83 
11 Mos. 685,300 | 484,700 | +-41.39 
Nov. 290,130 | 293,609 | — 1.18 
11 Mos. | 3,127,012 | 2,978,082 | + 5.00 
Nov. 243,248 | 259,335 6 
11 Mos. | 2,718,735 | 2,512,989 | + 8 
Nov. 69,548 | 73,700) — 6 
11 Mos. 850,405 | 828840) + 3 
Nov. 16,482 17,725 
11 Mos. 181,834 | 146,713 
Nov. 29,100 65,100 
11 Mos. 716,300 | 754,900 
Nov. 192,600 197,100 
iikaMios. 2,756,400 2,466,100 





NEW! BACKGUARDS 
NOW! IN G COLORS 
Exclusive with Eretengeesde Centennial Styleline Ranges 


You'll hit a new high in sales with Enterprise Centennial 
Styleline Ranges . . . because colorful backguards boost 
business! Every housewife wants the range with the back- 
guard that matches her kitchen and electric appliances! 
They sell! 


Interchangeable backguards come in 6 Decorama colors 
and white for every 36” Enterprise Styleline Range and 
every 30” Enterprise Styleline Range. 


@ Only $1.00 more for Enterprise Ranges with color backguards. 
® Great, sure-to-sell feature that'll pull in profits for you. 













*revised 





Sources: NEMA, AHLAMA, VCMA, EIA, GAMA. 











(ceNTENNIAL a 





LIFETIME BEAUTY 


 Stuyleline | 
en” 


UFETIME PERFORMANCE 


Coral Pink 
Canary Yellow 


Midnite Black 
Chinese Red 
Cocoa Brown 


PHILLIPS & BUTTORFF CORPORATION 


... 100 ENTERPRISE-ING YEARS 


ORDER NOW! 


Turquoise Green 


NASHVILLE, TENNESSEE 
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SAVES 


your back... 


SAVES 


your time... 


YEATS 


just 47 inches high for STATION WAGONS 











FOLDING PLATFORM 

154" x 24/2" 12. 

y= on or . 
(Platform only) 
$11.95 


OF 


THE 


and PANEL PICK-UPS 


Designed for TV, radio and appli- 
ance men who make deliveries by 
station wagon or panel truck .. . 
the short 47 inch length saves de- 
taching the set for loading into the 
“wagon” or pick up. Tough, yet 
featherlight aluminum alloy frame 
has padded felt front, fast (30 sec- 
ond) web strap ratchet fastener 
and two endless rubber belt step 
glides. New folding platform at- 
tachment, at left, saves your back 
handling large TV chassis or table 
models. Call your YEATS dealer 
or write direct today! 


*Euertact’” cover and Pavs 


YEATS somi-fitted covers are made of 
tough water repellent fabric with adjust- 
able web straps and soft, scratchless 
flannel liners. All shapes and sizes — 
Write. 


APPLIANCE DOLLY 





Height 47” 
Weight 32 Ibs. 





Tv COVER 


SALES COMPANY 





2107 N. 12th STREET 


MILWAUKEE, WISCONSIN 





YEATS 
Model No. 5 















































































Everywhere you turn 

















more people are buying 
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HOME BARBER PRODUCTS 











No other “‘one source” offers more 





“= quality or 


more variety — in 











products used daily by American 


families everywhere! 


clippers, 


Hair 
electric vibrators, 








combs, shears, 


knife/shear 


—S 





sharpeners, hair dryers 





complete Home Barber Kits 











in any assortment. Wahl 








offers the most! 


Wahl 





offers. the best! 















BKERE'S YOUR 





















cE TO 
-1N 
IL 
PON 








Wi 
































WAHL CLIPPER CORP., DEPT. EM-1, Sterling, ill. 


Please send full 


Wahl home 


Name____ 


barber line. 


particulars and prices on the 





Store 





Address 





City 








exclusive service for readers of EM WEEK. 





JANUARY 18, 1960 


TAKING STOCK A quick look at the way in which 


the stoeks of 50 key firms within the industry behaved 
during the past week. This unique summary is another 























































































































48 
46 
44 
42 
& 
7 
5 4” 
x= 
vy 
oS 
H 38 
36 
Weekly average for 50 stocks listed below 
34 
32 
OCT NOV NOV NOV NOV NOV DEC DEC DEC DEC JAN JAN JAN JAN FEB FEB FEB FEB MAR MAR MAR MAR MAR APR 
629 686 07 4b 4 ih bo 15 22 8 Hh 2 8 5 
STOCKS AND DIVIDENDS 1960 CLOSE | CLOSE NET 
IN DOLLARS HIGH LOW JAN. 4 | JAN. 11 | CHANGE: 
NEW YORK EXCHANGE 
Admiral 29% 17 23} 217 oo 
American Motors 2.40a 96% 25% ooh oon + i” 
Arvin Ind. 1B 36% 23% 26% 26% +. & 
Borg Warner 2 48, 37% 47% 46 - 1% 
Carrier 1.60 48% 34% 40% 40% 1 le 
Chryster 1 72% 50% 69 66% = 2% 
Decca Records 1 21% 17 17% 173% a 
Emerson Elec. 1.80B 80% 48% 78% 76% a 
Emerson Radio .50F 26% 12% 16% 16% Ee | 
Fedders 1 22% 16% 20 19% mit Sib 
General Dy. 2 66% 42% 48% 52% + 4% 
General Elec. 2 99% 74 96% 94% ae 
General Motors 2 58% 45 54% 53 = 1% 
General Tele. 2.20 85% 60 83 82% ie 
Hoffman Elec. .60 37 22% 26% 26% 1 —- % 
Hupp CP. %F 12% 5% 10 12% + 2% 
Magnavox 1 40% 32% 38% 36% F-— 1% 
Maytag 2A 43% 32% 40 41% + 1% 
McGraw-Edison 1.40 48% 37% 44% 44)4 as), 
Minn. Mining & Mfg. 1.60 182% 111% 172% 165% es 
Montgomery Ward 2 531% 40% 521% 50% — 1% 
Monarch 1.20 24 18% 19 19 aa 
Motor Wheel .60 23% 16 22% 21% — 1% 
Motorola 1% 177 57% 170% 158 -—12% 
Murray CP 31% 25% 27% 27% oe 
Philco %4G 36% 21 32% 30% — 2% 
R.C.A. 1B 73% 43% 68% 64% — 4% 
Raytheon 3F 73% 43% 52 50% — 1% 
Rheem .30G 30% 17% 27% 25% — 2% 
Ronson .60 14% 10% 12 11% -—- % 
Roper GD 34 18 19% 19% + % 
Schick 17% 12 144% 14 a ee 
Smith A.O. 1.60A 64 44% 52% 52% + & 
Sunbeam 1.40A 67 50 62% 61% ~— 1% 
Welbilt .10G 8% 3% 6% 6% ~ 
Westinghouse 2.40 114 70% 109% 106% — 3% 
Whirlpool 1.40 39% 28 33% 33 = % 
White Sewing 14% 7 12% 13% +1% 
Zenith 1.60 136% 87% 110% 110 — % 
AMERICAN EXCHANGE 
Casco Pd. .30G 9% 4% 9, 8% 7p 
Century Elec. % 114% 9% 9% 9% = 
Du Mont Lab. 9% 6 8% 8 — 
Herold Rad. 12% 5% 7% se 
lronite .20 8%, 5% 8% 8% —- % 
Lamb. Ind. 7 3% 5 4%, -—- &% 
Muntz TV 7% 1¥% 5%, 5%, ~ 
Silex 10% 2% 8% 8'% "a 
MIDWEST EXCHANGE 
Knapp Monarch - ~ 4% 4% + % 
Trav-ler Radio — ~ 9% 10% + % 
Webcor - 12% 12% - 





A—Also extra or extras. B—Annual rate plus stock dividend 
dividend 


E—Paid-dast year. F 


D—Declared or paid in 1959 plus stock 
Payable in stock during 1959, estimated casi value on ex-dividend 
or ex-distribution date. G—Declared*or paid so far this year. T—Payable in stock during 1958, esti- 
mated cash value on ex-dividend or ex-distribution date. j 





erally 


32 were down, 
changed and 12 were up. In the 





ANALYSIS: The market was gen- 
unsettled during the past 
week. Of’ EM Week’s 50 key firms, 
six remained un- 


six business days since the new 
year, the market has shown a 
downward trend on four of those 


days. Various reasons were offered, 





with the prospeet of higher charges 
for the loan of money being cited 
as the chief reason. The steel strike 
boost 


settlement was expected to 


the market: However, this failed to 
materialize causing a general un- 
settling of innocent groups. Hupp 
Corp. continues to be the market’s 
most active issue. 
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When it comes to clothes dryers, 
one statistic 
means money in your pocket — 


one million women 
have pr oven This means that more American women 


e use Hamilton dryers than use any other 
Hamilton best! irae 


This means that Hamilton dryers have 
produced more Dealer sales, more Dealer 
profit, than any other brand! 


This means that Hamilton Twin Air- 
Stream drying has proven itself to be the 
system most women want! 


This means that standing behind every 
Hamilton sale, influencing every dryer pros- 








pect, are one million present Hamilton 





users, and a more satisfied sales circle you'll 
never run into! 


And all this means that, if you’re in- 
terested in selling more clothes dryers, 








more easily, more profitably — and that’s 
an easy bunch of “ifs” — you really ought 





to be handling Hamilton. That is, 7f you’re 


not already (but if you’re the profit-minded 
operator we think you are, you’re already 


cashing in on The Golden Year with Ham- 
ilton. And that’s just fine.) 





THIS IS THE GOLDEN YEAR FOR HAMILTON DISTRIBUTORS AND DEALERS 


Hamtlton. 


AUTOMATIC WASHERS * AUTOMATIC CLOTHES DRYERS * HAMILTON MANUFACTURING COMPANY, TWO RIVERS, WIS. 


Kelvinator’s new 
Product Introduction 


ELECTRICAL MERCHANDISING WEEK 





Policy means better 
appliances for 
retailers and 
their customers 





Kelvinator believes that the long-standing appliance industry 
practice of annual model change has reached the end of whatever 
benefit it may have had for the retailer and the customer. 


In the future, significant technical advances will be 
incorporated into Kelvinator products on a constant 
improvement basis just as soon as they are ade- 
quately tested and proved. 


Styling and appearance changes will likewise be in- 
corporated as developed. Significant additions of new 
features and appearance changes will bring repeated 
freshness to the dealers’ advertising and sales story. 


This move is a further step in the well-known Kelvinator policy 
that places product emphasis on quality and consumer benefit 
rather than on gimmicks, gadgetry, and capricious change. 


It will mean better products quicker. We will no longer wait for 
conventional annual introduction dates to incorporate significant 
and beneficial development. 


It will also mean that many thousands of dollars frequently 
needed in past years to design and tool minor appearance 
changes for annual introductions can be devoted to basic de- 
velopments that will improve the usefulness, dependability, or 
operating economy of our products. 


Retailers will benefit directly by saving the expenses they have 
had in making adjustments on new products that had to be 
rushed into manufacture to meet a convention deadline. 


By B. A. Chapman 

Executive Vice President 

and General Manager 
Kelvinator Division 

American Motors Corporation 


This will come from the constant, better quality that will result 
from the more orderly development of features and styling by 
research and engineering, from their more orderly introduction 
into production schedules, and from eliminating the extra work 
load technical staffs always encounter in attempting to make 
many changes at one time. 


Elimination of markdowns caused by needless obsolescence 
changes will add more to dealer profits. Retail inventories can 
be kept closer to changes in consumer interests. Retailers’ invest- 
ment in inventory will be protected by ample notice before major 
changes are announced. 


At Kelvinator we will continue to place two fundamentals above 
all other considerations in our approach to the tremendous 
market opportunity ahead: 


Honest benefit to the consumers must dominate 
all product development and manufacture. 


Adequate profit for retailers must be the yard- 
stick for all distribution and planning activity. 


We are confident that this change in product introduction policy 
will make a major contribution to both of these goals. 


American Motors’ success has provided ample proof of the 
soundness of this basic philosophy. We will continue to look for 
additional ways to extend the benefits of these fundamentals to 
our retailers and their customers. 


(PAE om 





